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Teamsters  join  Guild  strikers  in 
picketing  the  Detroit  Free  Press. 


PERIODICAL  NEWSPAPER 


HEARST:  WHERE  JOURNALISM  OF  DISTINCTION  IS  AN  EVERYDAY  STORY 


READERS  REDISCOVERED 
THE  HUDSON  RIVER 
WHEN  A  TEAM  EROM 
THE  ALBANY  TIMES  UNION 
TURNED  AN  18-DAY  JOURNEY 
JOURNAUSM. 

From  its  origin  as  a  trickle  at  Lake  Tear  of  the  Clouds  in  the  Adirondack  Mountains,  the  Hudson 
River  flows  315  miles  south  to  its  mouth  in  New  York  Harbor.  Halfway  down,  it  passes  Albany, 
home  of  the  Albany  Times  Union. 

Three  Times  Union  staff  members  hiked,  canoed,  rafted,  sailed  and  motored  their  way  down 
the  Hudson,  exploring  the  river’s  condition  and  its  effect  on  the  communities  that  grew  up 
alongside  it.  While  columnist  Fred  LeBrun,  features  editor  Michael  Virtanen  and  photographer 
Paul  Buckowski  reported  their  adventures  from  the  river,  a  team  of  journalists  in  Albany  examined 
related  issues  in  special  reports.  Project  editor  Teresa  Buckley  traveled  between  the  home  front 
and  the  river  front  to  coordinate  the  series,  which  incorporated  print,  audio  and  the  internet. 

As  the  journey  down  the  Hudson  progressed,  so  did  the  response.  Letters,  phone  calls  and 
reprint  requests  flowed  in  from  people  of  all  ages.  Impromptu  welcoming  parties  greeted  the 
journalists  on  the  river  banks.  The  series  gave  people  up  and  down  the  river  a  fresh  perspective  on 
something  many  had  taken  for  granted,  as  the  spirit  of  discovery  spread  from  journalists  to 
communities.  “The  Hudson  River  Chronicles”  is  another  example  of  how  Hearst  Newspapers 
enrich  readers’  lives  every  day. 


INTO 


Read  “Hudson  River  Chronicles”  on  the  Web  at  www.timesunion.com 
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MEDIA  MANAGEMENT 
LIBRARY 
Volume  1 

Get  the  management  ideas  you 
need  from  NMC,  Northwestern 
University’s  media  management 
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publications  in  one  vital 
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HOT  TYPE 


A  Post  of  a  different  color 


Attorney  bills 
remain  sealed 

The  U.S.  Supreme  Court  rebuffed  the 
Albuquerque  (N.M.)  Journal'^  bid  to  learn 
how  much  it  cost  taxpayers  to  provide 
court-appointed  lawyers  for  gang  mem¬ 
bers  accused  of  murder  and  drug  dealing. 

The  court,  without  comment,  let  stand 
a  ruling  by  the  U.S.  10th  Circuit  Court  of 
Appeals,  which  held  that  the  newspaper 
was  not  entitled  to  billing  records  of 
lawyers  representing  23  members  of  the 
“Sureno  13”  gang. 

The  U.S.  attorney’s  office  in  New 
Mexico  prosecuted  the  gang  members  in 
1996  under  federal  racketeering  charges 
of  running  a  criminal  organization,  drug 
trafficking,  and  murder,  among  others. 
The  gang  members,  who  all  claimed  to  be 
indigent,  were  provided  with  private 
lawyers  appointed  by  the  court  in  accor¬ 
dance  with  the  1964  Criminal  Justice  Act. 
The  law  allows  attorneys  to  file  vouchers 
for  their  fees  and  for  expenses. 

The  Journal  sought  access  to  the  law¬ 
yers’  vouchers  and  supporting  documents. 
A  federal  court,  accepting  a  defense  claim 
that  they  contained  privileged  information, 
sealed  the  records.  The  court  later  ruled  the 
records  could  be  released  but  only  after  all 
of  the  defendants  were  sentenced. 

The  Journal  appealed  to  the  10th 
Circuit,  arguing  for  immediate  access, 
but  the  appellate  court  held  that  the 
newspaper  has  no  First  Amendment  right 
to  the  documents,  which  it  kept  under 
seal.  It  says  the  lower  court  overreached 
in  deciding  to  disclose  the  documents 
later,  but  found  that  some  of  the  vouchers 
and  information  about  the  total  legal 
costs  could  be  released  after  the  last 
defendant  is  sentenced.  —  Kelvin  Childs 

NY  Post  scoops 
Web  competitors 

In  an  increasingly  feverish  race  for  news 
about  technology  companies,  the  New  York 
Post  scooped  online  competitors  when  it 
broke  a  story  about  a  fraud  investigation 
into  the  online  auction  house  Ebay. 

Post  business  writer  John  Crudele  and 
and  sports  media  columnist  Phil 
Mushnick  on  Jan.  25  reported  about  the 
New  York  City  consumer  affairs  depart¬ 
ment  investigating  allegations  of  fraudu¬ 
lent  sports  memorabilia  being  sold  by 
Ebay  (www.ebay.com). 

Although  several  Internet  news  services 


The  Washington  Post  began  print¬ 
ing  Page  One  color  on  Jan.  28. 
The  debut  had  two  photos  — 
one  of  senators  Phil  Gramm,  R-Texas, 
Ben  Nighthorse 
Campbell,  R-Colo., 
and  Mike  DeWine, 

R-Ohio,  entering  the 
president’s  impeach¬ 
ment  trial,  and  one  of 
a  Nicaraguan  girl  ar¬ 
riving  at  Ronald  Rea¬ 
gan  Washington  Na¬ 
tional  Airport  with 
her  grandmother  and 
a  surgeon  who  will 
repair  her  heart  for  free. 

The  Post  also  had  color  photos  on 
the  cover  of  the  sports  section  and 
introduced  a  color  weather  map  on  the 
back  of  the  Metro  section.  Color  pho¬ 
tos  and  ads  will  now  appear  throughout 
the  paper. 

The  changes  were  announced  Jan.  24 
in  a  front-page  note  to  readers  from 
executive  editor  Leonard  Downie  Jr. 

The  new  presses  will  allow  for  color 


have  been  following  fraud  allegations 
against  Ebay  for  months,  the  Web-based 
newsies  followed  up  within  hours  after  the 
Post  hit  newsstands. 

Photogs  snap  up 
$100K,  miss  $14M 

A  lottery  pool  hit  pay  dirt  when  1 1 
lucky  photo  folks  from  The  Associated 
Press’  Washington  bureau  and  state  photo 
operation  won  $1()0,(X)0  in  Powerball 
Jan.  27.  The  group  has  been  buying  tick¬ 
ets  twice  a  week  for  two  years.  Until  now, 
the  most  they  had  won  was  $  100.  The  bad 
news:  They  were  just  one  number  away 
from  the  $14  million  combination. 

IVvister  claims 
building,  not  news 

Not  even  losing  a  building  to  a  tornado 
could  stop  The  Leaf -Chronicle  of  Clarks¬ 
ville,  Tenn.,  from  putting  out  the  paper. 

Staff  members  traveled  24  miles  to  the 
Kentucky  New  Era  in  Hopkinsville,  Ky., 
to  write  stories  and  print  the  Jan.  23  edi- 


in  the  Arts  and  Travel  sections  on  Sun¬ 
days,  as  well  as  in  the  Book  World  sec¬ 
tion,  which  will  be  redesigned,  Downie 
wrote.  Larger  press  capacity  means  sec¬ 
tions  can  be  printed 
in  the  same  order 
each  day,  and  fea¬ 
tures  such  as  comics 
and  classified  ads  no 
longer  have  to  shift 
from  section  to  sec¬ 
tion  to  accommo¬ 
date  press  needs. 

The  Post  has 
printed  several  fea¬ 
ture  sections  in  color 
over  the  past  year  as  it  phased  in  instal¬ 
lation  of  eight  Mitsubishi  presses. 

The  Post’s  first  color  front  page  also 
carried  a  full-page  ad  from  The  Wall 
Street  Journal.  Headlined  “Who  is  Bill 
Clinton?”  the  ad  excerpts  Journal  edito¬ 
rials  and  columns  by  Robert  L.  Bartley, 
Paul  A.  Gigot,  and  Micah  Morrison 
going  back  to  1992,  all  questioning  the 
president’s  character  and  fitness  to  hold 
office.  —  Kelvin  Childs 


tion.  The  papers  have  an  agreement  to 
help  each  other  out  during  emergencies, 
according  to  Richard  Shepherd,  New  Era 
mechanical  superintendent. 

The  twisters  of  Jan.  21  and  Jan.  22 
destroyed  the  newsroom  and  most  of  the 
paper’s  equipment  on  the  first  day  of  edi¬ 
tor  Richard  Stevens’  tenure.  “We  plan  on 
publishing  every  day,”  he  says.  “We’ll 
make  it  work.  We’ll  find  a  way 

—  Ken  Liebeskind 

Duncan  tapped 
in  Indianapolis 

Dale  A.  Duncan,  president  and  general 
manager  of  The  Indianapolis  Star  and 
The  Indianapolis  News,  was  named  pub¬ 
lisher  to  succeed  Eugene  S.  Pulliam,  who 
died  last  week  at  age  84. 

Duncan,  44,  Joined  the  papers  last 
January  after  spending  21  years  at 
Capital  Cities/ABC,  where  he  worked  his 
way  up  from  a  reporter  to  become  a  pub¬ 
lisher  and  group  executive  in  the  publish¬ 
ing  division. 

Pulliam  became  publisher  after  his 
father,  Eugene  C.  Pulliam,  died  in  1975. 
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NEWS 

NBA  franchises  put  bounce 
Into  new  local  promotions 


by  Joe  Strupp 

NBA  teams  eager  to 
draw  fans  after  the 
three-month  owners’ 
lockout  are  turning  to  local 
newspapers  to  promote  the 
shortened  season,  salvage 
their  tarnished  public  im¬ 
ages,  and,  in  some  cases, 
openly  apologize  to  fans. 

Ad  representatives  at 
newspapers  in  many  NBA 
cities  report  that  teams  are 
buying  more  ad  space  in  the 
weeks  following  the  lockout 
than  in  past  seasons  and  using 
an  unusual  mix  of  “touchy, 
feely”  ads  to  entice  folks  back 
to  the  arenas.  Ad  copy  has 
included  more  giveaways, 
ticket  deals,  and  the  use  of 
players  and  owners  speaking 
directly  to  the  public. 

Some  franchises,  such  as 
the  Orlando  Magic,  have 
gone  so  far  as  to  seek  for¬ 
giveness  from  disgruntled 
fans  in  the  form  of  open 
apologies  in  print. 

“The  hype  is  on,”  says 
Lynn  Gallagher,  retail  ac¬ 
count  manager  for  The 
Sacramento  (Calif.)  Bee, 
whose  accounts  include  the 
Sacramento  Kings.  “What 
they’re  advertising  is  differ¬ 
ent.  They  are  more  fan- 
friendly  and  that  is  unusual.” 

NBA  spokesman  Brian 
McIntyre  says  the  stepped  up  newspaper 
effort  is  part  of  an  overall  media  blitz  aimed 
at  polishing  the  league’s  damaged  image.  He 
says  the  local  paper  can  be  more  successful 
than  TV  or  radio,  in  some  cases,  because 
hard-core  fans  follow  their  team  there. 

“The  newspapers  assign  beat  reporters, 
and  they  are  the  only  medium  that  covers  it 
on  a  daily  basis,”  McIntyre  explains. 

McIntyre  says  every  NBA  team  is  using 
newspaper  advertising  during  the  post¬ 
lockout  push,  with  half  of  the  teams  boost¬ 
ing  their  print  ad  budgets  higher  than  usual. 
He  also  says  each  team  is  opening  the  doors 
to  normally  private  team  scrimmages  and 


providing  free  tickets  to  two 
preseason  games. 

“We’re  not  doing  a  slick 
marketing  campaign,”  he 
adds.  “We  are  genuinely 
trying  to  redirect  our  focus 
on  the  fan.” 

Most  newspapers  in 
NBA  cities  report  a  20%  to 
30%  increase  in  display 
copy  by  their  local  teams 
compared  with  regular  sea¬ 
son  activity.  In  some  cases, 
teams  such  as  the  Chicago 
Bulls  and  New  York 
Knicks,  which  never  hurt 
for  ticket  buyers,  are  mak¬ 
ing  their  first  major  efforts 
at  newspaper  advertising. 

“We  weren’t  here  for  a 
number  of  months,  and  it 
would  be  a  little  pretentious 
for  us  to  re-emerge  and  not 
take  notice  of  [the  lockout],” 
says  Chris  Weiller,  Knicks 
vice  president  of  communi¬ 
cations.  “We’ve  got  to  ad¬ 
dress  it  and  tell  everyone 
that  we’re  back,  and  ‘Thank 
you  for  waiting.’” 

During  a  regular  season, 
most  NBA  team  ads  in  local 
papers  focus  on  specific, 
upcoming  games  and  run 
once  or  twice  a  week,  ac¬ 
cording  to  advertising  offi¬ 
cials.  But,  since  the  lockout 
ended,  the  ads  have  become 
larger,  are  run  more  often, 
and  provide  a  warmer, 
friendlier  message. 

“Lately,  they  have  been  running  every 
day  and  featuring  their  players  more,”  says 
Jim  Bisetti,  ad  sales  representative  for  the 
Denver  Rocky  Mountain  News,  which  sells 
ad  space  to  the  Denver  Nuggets.  “They  are 
also  promoting  the  coaching  staff,  which 
they  never  did.” 

Bisetti  says  the  use  of  coaches  and  other 
nonplayers  in  ads  is  aimed  at  allowing  fans 
to  feel  closer  to  the  entire  organization. 

Nuggets  advertising  manager  Rene 
Doubleday  says  the  team  spent  20%  more 
on  newspaper  promotions  during  the  three 
see  NBA  on  page  44 
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NBA  ads  include  a  Knicks 
call  to  play,  Nuggets 
‘Mission  Impossible,’ 
and  a  Magic  apology. 


Denver,  Atlanta 
papers  touch 
down  in  Miami 

by  Robert  Neuwirth 

The  dueling  papers  in  the  Mile  High 
city  are  fighting  a  skirmish  on  a  front 
more  than  2,000  miles  from  home.  And 
Atlanta’s  newspaper  is  engaged  in  a  cost¬ 
ly  600-mile  airlift  as  well. 

With  the  Denver  Broncos  and  the 
Atlanta  Falcons  ready  to  rumble  in 
Super  Bowl  XXXIII,  The  Deiwer  Post, 
Denver  Rocky  Mountain  News,  and 
Atlanta  JournallConstitution  are  all 
shipping  papers  to  Miami  to  capitalize 
on  football  fever.  For  the  past  week,  the 
Denver  papers  have  been  distributing 
copies  at  hotels,  to  the  media,  and  to 
team  members.  They  say  it’s  an  effort  to 
boost  their  standing  across  the  country 
and  the  world  as  millions  turn  their 
attention  to  the  Super  Bowl. 

“You  don’t  look  at  opportunities 
like  Miami  to  build  your  circulation,” 
says  Tom  Botelho,  vice  president  for 
marketing  for  MediaNews  Group’s 
Denver  Post,  which  is  sending  thou¬ 
sands  of  papers  a  day  to  Miami.  “It’s 
all  about  positioning  our  newspaper. 
You  have  all  the  national  and  interna¬ 
tional  media  there.” 

Crosstown  rival  the  Denver  Rocky 
Mountain  News  agreed.  “The  effort  here 
is  designed  to  get  the  Rocky  Mountain 
News  a  real  strong  presence  and  great 
visibility  and  awareness,”  says  Bruce 
Johnson,  vice  president  for  circulation 
of  the  E.W.  Scripps-owned  paper. 

The  News  is  flying  “several  hun¬ 
dred”  copies  to  Miami  every  day,  says 
single  copy  manager  Hugh  McGarry  — 
about  half  full  of  papers  and  half  of  a 
special  Super  Bowl/sports  section  com¬ 
bo  destined  for  the  hordes  of  reporters 
and  media-types  who  are  currently  hud¬ 
dling  for  the  Super  Bowl. 

The  paper,  which  refuses  for  com¬ 
petitive  reasons  to  reveal  the  actual 
number  of  papers  it  is  shipping  to  Flor¬ 
ida,  has  had  four  circulation  department 
people  stationed  in  Miami  to  coordinate 
distribution. 

The  News,  though  it  is  shipped  from 
its  Denver  printing  plant  at  7  a.m.,  does 
not  make  it  to  Miami  until  2  p.m.  due  to 
see  Super  Bowl  on  page  61 
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Papal  ‘playbook’  pays 
off  for  Post-Dispatch 

Advanced  planning  bolstered  extensive  daily  coverage, 
commemorative  roundup  of  the  Pope’s  31  -hour  visit 


by  David  Noack 


he  St.  Louis  Post-Dispatch  employed 
military-style  planning  in  the  news¬ 
room  to  help  - — 


Who  Is  John  Paul  11? 


capture  the  spirit, 
character,  emotion, 
and  excitement  of 
Pope  John  Paul  IPs 
visit  to  this  Missis¬ 
sippi  River  city. 

From  two  special 
sections  prior  to  the 
Pope’s  plane  touch¬ 
ing  down  at  Lam¬ 
bert  Field,  to  an 
“Extra  Edition”  fol¬ 
lowing  a  papal  mass 
that  has  sold  more 
than  4(X),(KK)  cop¬ 
ies,  to  a  commemo¬ 
rative  roundup  of 
the  week’s  historic 
events,  the  Pulitzer 
Publishing  Co.’s 
flagship  newspaper 
devoted  unlimited 
resources  to  cover¬ 
ing  what  is  a  once- 
in-a-lifetime  story. 

The  final  price  tag  is  not  yet  in,  but  may 
be  $10(),(X)0  for  overtime,  extra  supplies, 
equipment,  lodging,  food,  telephones, 
added  cell  phone  time,  radios,  photo  equip¬ 
ment,  extra  money  for  broadcast.com ’s 
audio  and  video  feed,  and  even  sending  a 
reporter  to  Rome  and  Mexico  City,  says  a 
key  editor  involved  in  coverage  planning. 

Pope  John  Paul’s  31-hour,  whirlwind 
visit  was  a  grueling  exercise  in  providing 
readers  with  a  comprehensive  package  of 
stories  and  photos,  all  compressed  into  a 
few  short  hours. 

More  than  100  stories  and  60  photographs 
appeared  last  week  during  the  height  of  the 
coverage  on  Tuesday,  Wednesday,  and 
Thursday,  with  the  paper  devoting  most  its 
front  .section  to  papal  coverage.  In  all, 
including  a  special  section  on  Jan.  24,  the 
paper  devoted  48  pages  to  papal  coverage. 


Editor  in  chief  Cole  C.  Campbell,  in  a 
memo  to  staffers  following  the  Pope’s  visit, 
proudly  admitted  the  paper  went  overboard 
in  its  coverage  but  that  was  just  the  point. 

“We  captured  the 
spirit  of  the  occasion  in 
words  and  images  and 
presented  it  with  flair 
in  well-crafted  pages 
and  sections.  Given 
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the  great  girth  of  our  use  of  photography, 
design,  and  tight  writing  we  still  respected 
the  time  readers  have  to  give  to  our  news¬ 
paper  every  day,”  penned  Campbell. 

Assistant  managing  editor  Margaret 
Freivogel  says  more  than  Just  reporting  on 
the  rush  of  events  during  the  Pope’s  visit,  the 
paper  will  be  providing  a  historical  record. 

“A  newspaper  can  shine  in  these  circum¬ 
stances  not  only  by  doing  a  better  Job 
reporting  the  event  but  by  providing  a  his¬ 
toric  or  keepsake  kind  of  presentation  that 
people  can  hold  onto,”  says  Freivogel,  who 
also  coordinated  the  papal  news  coverage. 

But  long  before  reporters,  editors,  and 
photographers  hit  the  streets  for  the  papal 
visit,  planning  started  last  summer  and  accel¬ 
erated  after  Thanksgiving.  The  newsroom 
was  faced  with  w  hat  appeared  to  be  a  logisti¬ 
cal  nightmare,  namely  how  to  deploy  dozens 


of  reporters  and  photographers,  coordinate 
coverage  and  copy  flow,  and  put  out  the  best 
product  sometimes  within  a  few  hours. 

Night  metro  desk  chief  Ed  Kohn  and 
metro  editor  Jim  Mosley  both  say  that 
reporters  covering  the  Pope’s  visit  were 
working  off  an  “elaborate”  schedule  that 
pinpointed  what  they  would  cover,  where 
they  would  be.  and  when  copy  was  expect¬ 
ed  back  at  the  paper. 

While  planning  for  the  Pope’s  visit  paid 
off,  editors  also  had  some  experience  in 
how  to  handle  a  rush  of  interest  in  a  local 
story  when  Mark  McGwire  belted  his  62nd 
home  run,  breaking  the  record  of  Roger 
Maris.  For  example,  while  the  Papal  “Extra 
Edition”  has  sold  roughly  400,000  copies  at 
this  point,  the  McGuire  “Extra  Edition” 
sold  3  million  copies. 

Kohn  drafted  a  papal  coverage  playbook 
that  went  into  detail  about  what  reporters 
would  be  covering,  who  would  be  lead 
reporter,  who  would  contribute  to  the  story, 
how  long  the  story  would  be  when  the  story 
was  due.  Extra  cell  phones,  two-way  radios, 
extra  batteries,  and  dedicated  telephone  and 
fax  lines  to  the  paper  were  all  in  place. 

More  than  50  hotel  rooms  and  a  condo¬ 
miniums  were  rented  where  reporters 
camped  out  in  case  of  traffic  problems  and 
to  be  strategically  placed  near  event  sites. 

While  the  Papal  visit  was  a  news  event  in 
itself,  the  chief  of  the  paper’s  capital  bureau 
in  Jefferson  City,  Terry'  Ganey,  got  a  tip 
about  the  Pope  asking  Gov.  Mel  Carnahan 
that  he  commute  the  death  .sentence  of  con¬ 
victed  killer  Darrell  J.  Mease.  On 
Thursday’s  front  page,  the  paper  ran  a 
copyrighted  story  on  the  development. 

“1  had  gone  to  bed  at  11:30  p.m., 
Tuesday,  and  got  up  at  3:30  a.m., 
Wednesday,  to  prepare  for  covering  the 
papal  mass.  1  covered  and  wrote  the  mass 
story  Wednesday  afternoon,  and  then  found 
myself  writing  the  ‘Mercy  on  Mease’  story 
at  9:30  p.m.,  Wednesday,  on  deadline.  It 
was  a  hoot.  One  of  the  most  exciting 
moments  of  my  career,”  says  Ganey. 

Jan  Paul,  the  online  editor  of 
Postnet.com,  the  online  service  of  the  Post- 
Dispatch,  says  the  Web  site  provided  up-to- 
the-minute  stories  of  the  fast-changing  [ 
events  throughout  the  visit,  including  live  1 
audio  and  video  broadcasting.  I 

“We  saw  this  as  an  opportunity  to  not  only 
chronicle  this  historic  event  for  St.  Louisans 
and  validate  the  experiences  of  those  who 
participated  but  to  let  people  outside  of  our 
market  experience  it  for  themselves.  For 
example,  I  heard  from  a  St.  Louis  transplant 
to  North  Carolina  who  was  grateful  to  be  able 
to  watch  it  on  our  site.”  says  Paul. 
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Akron  paper 
admits  mistake 

Roderic  Paulk,  a  circulation  rack 
manager  at  the  Akron  (Ohio) 
Beacon  Journal,  who  filed  a  com¬ 
plaint  against  the  paper  for  threatening  to 
fire  him  for  not  joining  the  Teamsters 
union,  will  drop  the  complaint  if  the 
paper  writes  a  favorable  article  about 
him,  he  says. 

He  also  wants  the  paper  to  institute 
courses  that  inform  managers  and  em¬ 
ployees  about  employee  rights  not  to  join 
unions  and  resign  from  them  at  will.  “My 
stance  is  I  want  to  make  sure  I ’m  the  only 
one  who  ever  has  to  go  through  this 
again,”  he  told  E&P. 

Last  week  was  a  tough  one  for  Paulk. 
He  says  on  Monday,  his  supervisor, 
Debbie  Jubera,  threatened  him  with  dis¬ 
missal.  “She  told  me  if  I  didn’t  join  the 
union  I’d  be  terminated  because  of  the 
collective  bargaining  agreement.  She  had 
no  choice.” 

Next.  Paulk  says,  he  met  with  Dave 
Williams,  the  vice  president  of  the  local 
Teamsters  union,  who  also  told  him  he’d 
have  to  join.  After  Paulk  refused, 
Williams  told  him  he’d  lost  his  job.  “I 
left  the  meeting  with  the  understanding  I 
was  terminated  and  off  the  schedule,” 
Paulk  says. 

Paulk  then  contacted  the  National 
Right  to  Work  Legal  Defense  Foundation 
in  Wa.shington,  which  provided  him  with 
a  lawyer.  The  lawyer  told  Paulk  it  was 
illegal  to  force  employees  to  join  unions. 
They  decided  to  file  a  complaint  against 
the  paper  and  the  Teamsters  union  with 
the  National  Labor  Relations  Board 
(NLRB).  It  was  filed  last  Tuesday. 

The  Beacon  Journal  admits  it  threat¬ 
ened  Paulk  but  changed  its  tone  quickly 
after  realizing  its  mistake.  “A  low-level 
supervisor  in  the  circulation  department 
told  Paulk  he  had  to  join  the  union,”  says 
John  S.  Murphy,  the  Beacon  Journal's 
director  of  communication.  “But  after  the 
supervisor  found  out  it’s  not  true,  we  con¬ 
tacted  the  employee  to  inform  him  that  he 
didn’t  need  to  join.” 

Now  Murphy  says  the  paper  is  “on  his 
side.”  He  explains,  “We  work  diligently 
to  comply  with  labor  laws  and  we  recog¬ 
nize  that  people  have  a  right  to  work  if 
they’re  members  of  unions  or  not.” 

But  the  paper’s  new  position  may  not 
insulate  it  from  the  complaint.  Aurliano 
Sanchez-Arago,  a  spokesman  for  the 
National  Right  to  Work  Legal  Defense 
Foundation,  says  the  fact  that  Paulk’s  job 
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Post  leads  all  in  EPpy  entries 


Washingtonpost.com,  The  Wash¬ 
ington  Post's  online  service,  is 
a  finalist  in  a  record  seven  cat¬ 
egories  in  the  1 999  EPpy 
Awards  Competition. 

EPpy  winners  will  be 
announced  at  the  In¬ 
teractive  Newspaper  Con¬ 
ference  in  Atlanta  on 
Feb.  19. 

The  EPpy  Awards  hon¬ 
or  the  best  work  by  the 
newspaper  industry  in  the 
online/Intemet  field.  Edi¬ 
tor  &  Publisher  Interactive,  the  new 
media  division  of  Editor  &  Publisher 
Co.,  sponsors  the  awards. 

“We  believe  this  is  the  strongest  group 
of  finalists  in  the  history  of  the  EP’py 
Awards,”  says  Colin  Phillips,  publisher 


is  safe  makes  the  injunction  moot,  but  the 
complaint  can  proceed  because  “the  vio¬ 
lation  still  occurred.”  He  wants  to  use  the 
case  to  protect  other  workers.  “We  hope 
to  make  sure  employee  rights  are  respect¬ 
ed  and  upheld  and  that  other  employees  at 
the  paper  and  throughout  Ohio  and  other 
states  are  protected.” 

According  to  numerous  Supreme 
Court  and  NLRB  decisions,  including 
the  Beck  case,  workers  may  not  be 
forced  to  join  unions  and  pay  full  dues.  ! 
Instead,  they  can  refrain  from  joining 
and  pay  dues  that  cover  the  cost  of  col¬ 
lective  bargaining. 

Paulk  says  he  was  asked  to  pay  $222  to 
join  the  union  after  he  was  hired  in  1997 
and  agreed  to  pay  because  he  didn’t  know 
he  had  the  right  to  refuse.  He  says  he  was 
asked  to  pay  it  again  last  December  by  a 
new  shop  steward  and  agreed  again.  But 
when  he  was  asked  to  fill  out  the  applica¬ 
tion  last  week,  he  refused  because  he  no 
longer  wanted  to  join.  —  Ken  Liebeskind 

Quayle  gives  up 
seat  on  CNI  board 

Former  vice  president  Dan  Quayle 
says  he  wants  to  avoid  a  potential  conflict 
of  interest  during  his  likely  2000  presi¬ 
dential  run,  so  he  has  given  up  his  seat  on 
the  board  of  Central  Newspapers  Inc. 
(CNI)  —  the  publishing  company  started 
by  his  grandfather. 

Quayle  had  served  since  1993  on  the 


of  Editor  &  Publisher. 

“The  improvements  in  the  quality  of 
the  entries  each  year  is  a  testament  to  the 
newspaper  industry’s  fo¬ 
cus  on  the  Internet,”  he 
continued. 

The  1999  EPpy 
Awards  will  be  present¬ 
ed  at  a  dinner  event  at 
the  Hyatt  Regency,  At¬ 
lanta,  on  the  last  night  of 
the  conference. 

Nearly  400  entries 
were  submitted  for  this 
year’s  EPpy  Awards. 

Thirty  judges  have  been  evaluating  the 
online  services  since  mid-November. 
The  conference  runs  Feb.  17-20. 

For  a  full  list  of  the  EPpy  nominees,  see 
E&P's  Web  site,  www. mediainfo.com. 


board  of  CNI,  which  publishes  The 
Arizona  Republic  in  Phoenix,  The 
Indianapolis  Star,  and  several  other 
dailies.  The  Indiana  Republican,  who 
served  two  terms  under  George  Bush, 
announced  several  weeks  ago  that  he  is 
forming  a  committee  to  begin  campaign¬ 
ing  for  the  GOP  presidential  nomination. 

CNI  says  Quayle ’s  board  post  would 
be  filled  at  a  later  date. 

SPJ  picks  interim 
executive  director 

David  H.  Cox,  editor  of  The  Tribune- 
Star  in  Terre  Haute,  Ind.,  until  he  was 
recently  downsized  by  Thom.son  Newspa¬ 
pers,  takes  over  as  temporary  executive 
director  of  the  Society  of  Professional 
Journalists  (SPJ)  Monday,  Feb.  1. 

Cox  is  the  interim  replacement  for 
Dennis  Norris,  who  resigned  Jan.  14  after 
eight  months  as  executive  director  of  the 
largest  association  for  U.S.  journalists. 
Greencastle,  lnd.-ba.sed  SPJ  also  .set  Feb. 
1  as  the  deadline  for  applications  for  the 
permanent  position. 

“We’ve  set  a  very  aggressive  time  line. 
We’ve  tentatively  scheduled  interviews 
for  Feb.  19  or  Feb.  26,”  says  president 
Wendy  S.  Myers,  editor  of  Veterinary 
Economics  magazine  in  Lenexa,  Kan. 

SPJ  secretary/treasurer  Ray  Marcano, 
metro  editor  of  the  Dayton  (Ohio)  Daily 
News,  is  chairing  the  five-member  search 
committee. 
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Carville  targeted 
in  Internet  hoax 

Phony  wife-beating  story  posted 
on  Web,  aired  by  radio  station 


by  Joe  Strupp 

An  erroneous  Internet  report  claiming 
political  consultant  James  Carville 
had  been  arrested  for  allegedly 
beating  his  wife,  conservative  commentator 
Mary  Matalin,  not  only  drew  public  rebukes 
from  the  celebrated  couple,  but  also 
raises  concerns  about  how 
false  news  can 
spread  online. 

“1  find  it 
quite  amazing 
even  in  the  age 
of  the  Internet 
that  something 
so  outlandish 
could  spread  so 
quickly,”  says 
Washington  Post 
media  reporter 
Howard  Kurtz, 
who  reported  on 
the  hoax  last 
week.  “It  was  a  sophisticated  hoax  in  that  the 
person  who  wrote  it  knows  how  to  write  a 
basic  news  story.” 

Carville,  the  outspoken  former  cam¬ 
paign  manager  for  President  Clinton,  says 
he  couldn’t  believe  that  the  phony  report 
spread  so  quickly. 

“1  was  surprised  at  the  amount  of  gossip 
it  got,”  Carville  said  during  a  phone  inter¬ 
view.  “I  think  this  whole  Internet  thing 
brings  out  the  worst  in  bad  people.” 

The  false  report  first  surfaced  Jan.  20  on 
the  Web  as  a  story  that  had  supjxisedly  origi¬ 
nated  from  “The  Montgomery  County 
Ledger,”  a  newspaper  that  does  not  exist.  The 
story  carried  a  Rockville,  Md.,  dateline  and  a 
byline  for  someone  named  Lee  Canular.  The 
piece  was  posted  to  at  least  one  news  group 
that  follows  media  coverage  of  Clinton. 

The  story  falsely  stated  that  Carville  had 
been  taken  into  custody  by  Rockville 
police  on  Jan.  18  after  allegedly  firing  a 
gun  into  a  sofa,  sticking  a  knife  into  a  wall 
and  physically  abusing  Matalin  in  the  cou¬ 
ple’s  home. 

Rockville  police  chief  Terrance  Treschuk 
says  the  story  has  no  basis  in  fact  but  brought 
a  deluge  of  phone  calls  from  media  outlets 
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across  the  country  seeking  information.  “We 
got  30  to  35  calls  from  as  far  away  as 
California  and  Idaho,”  says  Treschuk,  who 
heads  the  45-officer  police  force.  “It’s  ab¬ 
solutely  false.  I  guess  there  are  just  vicious 
people  out  there.” 

The  Montgomery  Journal,  the  30,000- 
circulation  daily  newspaper  that  covers 
Rockville  and  the 
surrounding  region, 
also  received 
numerous  phone 
calls  from  readers 
and  Internet 
surfers  who 
caught  the  report 
and  wanted  to 
know  why  the 
Journal  hadn’t 
reported  it. 
“People  were  just 
wondering  if  it 
was  true  and 
what  happened.,” 
says  Lisa  Nevans, 
the  Journal's  projects  editor. 

Nevans  says  Carville  and  Matalin  don’t 
even  live  in  Rockville,  but  are  residents  of 
a  Virginia  suburb. 

Both  The  Washington  Post  and  the 
Journal  published  stories  in  their  Jan.  22 
editions  on  the  hoax,  which  included 
denials  from  police.  Neither  newspaper 
reported  that  the  arrest  had  occurred. 

But  The  American  Family  Radio,  a 
Christian  activist  network  broadcasting  to 
25  states,  incorrectly  aired  the  story,  before 
quickly  retracting  it  on  Jan.  21. 

American  Family  Radio  officials 
declined  to  comment  on  the  incident. 

Carville  says  he  doesn’t  know  if  he  can 
catch  the  perpetrators  and,  if  he  does  find 
them,  what  action  may  be  taken. 

“We  are  in  the  process  of  ascertaining 
what  can  be  done,”  Carville  says. 

Professor  Walter  Effros  of  American 
University  Law  School,  who  has  written 
about  Internet  legal  issues,  says  finding 
and  prosecuting  the  story’s  author  could 
prove  difficult. 

“The  overwhelming  lesson  from  this  is 
that  a  reputation  is  hard  to  protect  online,” 
Effros  said. 
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E&P  offers  free 
Web  site  audience 
measurement 

More  than  100  media  companies 
have  signed  up  for  a  free  survey 
analyzing  Web  site  user  demo¬ 
graphics,  user  reaction  to  content,  and 
purchasing  behaviors.  Editor  &  Publish¬ 
er,  in  conjunction  with  New  York-based 
Real  Media,  is  offering  this  research  in  an 
effort  to  aid  media  companies  in  becom¬ 
ing  successful  online  businesses. 

Web  user  analysis  is  one  of  the  cru¬ 
cial  elements  in  developing  a  profitable 
online  service  for  media  companies, 
according  to  an  E&P  Research  Report 
on  Interactive  Media  that  will  be 
released  in  February. 

“We  are  offering  these  free  confiden¬ 
tial  studies  for  media  Web  sites  to  help 
them  improve  their  advertising,  sales,  and 
user  growth,”  says  Colin  Phillips,  pub¬ 
lisher  of  the  Editor  &  Publisher  Co.  “We 
can  handle  a  few  more  Web  site  analyses 
and  are  interested  in  working  with  quali¬ 
fied  media  companies.” 

Qualified  sites  are  those  operated  by 
newspapers,  magazines,  radio,  and  tele¬ 
vision  companies  offering  news  infor¬ 
mation  to  consumers.  This  industry 
study  will  measure  demographics,  con¬ 
tent  evaluation,  and  purchasing  behav¬ 
ior  on  the  participating  sites.  The  study 
begins  in  early  February.  Web  site  exec¬ 
utives  can  learn  more  or  sign  up  to  par¬ 
ticipate  by  contacting  Adrienne  Miller 
at  adriennem<a)mediainfo.com,  or  at 
(212)  675-4380,  ext.  118. 

“This  survey  has  uncovered  some 
remarkable  information  about  media  Web 
site  profitability  and  growth  of  media 
online  services,”  says  Phillips.  “It  pro¬ 
vides  the  most  comprehensive  research  to 
date  on  a  variety  of  topics,  including  Web 
advertising,  promotion,  content,  and  tech¬ 
nical  issues  at  media  sites.” 

The  Editor  &  Publisher  Co.  publishes 
print  and  electronic  periodicals  and 
annual  newspaper  industry  reference 
books.  The  company  also  operates  the 
major  new  media  industry  trade  shows 
—  Interactive  Newspapers  and  the 
Online  Classifieds  Industry  Symposium. 

Real  Media  (www.realmedia.com) 
operates  a  network  of  more  than  570 
locally  branded  Web  sites  around 
the  world  that  delivers  targeted  audiences 
for  advertisers.  In  addition,  the  company 
provides  ad  management  technology  and 
software  for  Web  publishers  worldwide. 


www.mediainfo.com 


This  isn’t  the  first  time 
several  forces  have  come  together 
to  create  amazing  results. 


Together  with  our  affiliation  of  more  than  130  newspapers,  we’re  changing  the  face  of  online  commerce. 
Classified  Ventures-a  powerful  force  for  your  success. 


Ventures 


www.classifiedventures.com 
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'Hirnarounil  artist  de  Borchgrave 
focuses  UPl  on  ‘critical’  stories 


Famed  foreign  correspondent  and  editor  says  he  has  strong  backing 
from  Saudi  Arabian  owners,  a  five-year  contract,  and  a  seat  on  the  board 


by  Allan  Wolper 


A  maud  de  Borchgrave,  young  and  in 
love,  typed  out  a  request  to  his  1 
United  Press  International  (UPI)  1 
editor,  A.L.  Bradford,  for  a  brief  holiday  to  j 
marry  his  sweetheart. 

“He  wrote  back  that  any  self-respecting 
newsman  got  married  on  his  lunch  hour,” 
de  Borchgrave  chuckles.  “So  I  got  married 
during  my  lunch  hour.” 

De  Borchgrave,  now  72,  recalls  that 
day  four  decades  ago  with  an  under¬ 
standing  for  the  down-and-diity  eco¬ 
nomic  policies  at  UPI. 

“I  got  $100  week  when  I  was  the 
Brussels  bureau  chief,”  he  says, 
reminiscing  about  his  two-year 
tenure  there  as  the  successor  to 
Walter  Cronkite. 

Now  he’s  back  at  UPI  as  its 
president  and  chief  executive  offi¬ 
cer  with  a  five-year  contract,  an 
expense  account,  and  a  seat  on  the 
board  of  directors. 

De  Borchgrave ’s  challenge  this 
time  around  is  to  recharge  a  mori¬ 
bund  news  service  that  has  lost  virtu¬ 
ally  all  its  newspaper  clients  and  get 
it  into  the  black  within  two  years. 

“UPI  has  lost  a  lot  of  luster  be¬ 
cause  of  mismanagement  or  no 
management,”  de  Borchgrave  says. 

“I  intend  to  turn  it  into  the  hot  place 
that  it  was  when  I  worked  there. 

“We  will  focus  on  the  critically 
important  stories  ignored  by  the 
other  media.  We’ll  consign  the  hum¬ 
drum  to  the  other  wire  services.” 

De  Borchgrave  worries  that  the 
public  is  more  interested  in  media 
celebrities  than  the  public  officials 
who  govern  them. 

“I  saw  someone  go  up  to  Dan 
Rather  and  ask  for  his  autograph  while 
Trent  Lott,  the  majority  leader  of  the 
Senate,  walked  by,”  he  laments. 

De  Borchgrave  also  wants  to  end 
what  he  views  as  an  ill-advised 
journalism  preoccupation 


with  moral  tests  for  public  officials. 

“Who  are  we  to  impose  standards  of 
morality  that  even  we  can’t  live  up  to  our¬ 
selves?”  de  Borchgrave  asks  rhetorically,  his 
voice  rising  in  indignation.  “I  was  just 
speechless 
when  I 


heard  that  Larry  Flynt  had  become  a  media 
hero  and  the  moral  arbitrator  of  the 
Republican  Party.” 


REPRESSION  FROM  WITHIN 


De  Borchgrave  rejects  a  suggestion  that 
his  vision  of  a  resurgent,  independent  UPI 
will  be  repressed  by  the  Riyadh, 
Saudi  Arabian  businessmen  who 
own  the  wire  service. 

He  sees  himself  in  the  same 


position  as  he  was  in  1985 
when  he  became  editor  in 


chief  of  The  Washington 
Times,  a  paper  controlled 
by  business  disciples  of 
the  Rev.  Sun  Yung  Moon. 

“By  the  time  I  left. 
President  Clinton  told  me 


our  foreign  coverage  was 
must  reading,”  de  Borch¬ 
grave  says.  “He  also  said 
the  Washington  Times  was 
someplace  he  could  read  the 
first  lady’s  column.” 

De  Borchgrave  equates 
the  charges  that  the  Times 
was  controlled  by  the  Rev. 
Moon  with  the  accusations 


that  the  Saudis  bought  UPI 
as  a  propaganda  tool. 

“Abe  Rosenthal  used  to 


refer  to  the  Washington  Times 
as  a  Moonie  paper,”  de  Borch¬ 
grave  says.  “So  I  told  Abe,  a 
good  friend,  that  if  he  kept 
saying  my  paper  was  owned  by 
Moonies,  that  I  would  say  his 
paper  was  owned  by  hymies, 
you  know,  Jewish  people.  And 
he  never  .said  anything  again.” 

Rosenthal,  an  Op  Ed  columnist 
for  The  Ne\i’  York  Times,  did  not 
recall  the  good-natured  religious 
exchanges  de  Borchgrave  de¬ 
scribed  but  acknowledged  the 
Washington  Times  had  be¬ 
come  a  respected  alternative 
to  The  Washington  Post, 
see  de  Borchgrave  on  page  16 
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Call  for  Entries  -  The  1999  Batten  Medal 


Barry  Yeoman  cares  about  everyday  people. 

"Far  too  many  of  the  best  newspaper  reporters  are 
journalists  first  and  human  beings  second,"  says 
Yeoman's  editor.  Bob  Moser  of  The  Independent  Weekly 
in  Durham,  North  Carolina. 

"Barry  is  a  fierce  reporter  and  a  tuneful  writer,  but 
he  steadfastly  refuses  to  sacrifice  his  humanity  or  the 
humanity  of  his  subjects  for  the  sake  of  a  good  story. 

"He  understands  that  journalism  matters  most  when 
it  speaks  eloquently  and  passionately  for  those  whose 
voices  are  stifled  and  whose  humanity  is  overlooked." 

The  power  of  Yeoman's  work  earned  him  last  year's 
Batten  Medal  and  an  accompanying  $2,500  prize. 

The  Batten  Medal  was  created  as  a  tribute  to  the 
late  James  K.  Batten,  a  revered  reporter,  editor  and 
executive  for  Knight  Bidder  newspapers. 

Each  year,  the  medal  which  bears  his  name  honors  a 
journalist  whose  work  embodies  Batten's  personal  and 
professional  values  —  compassion,  fairness,  courage 
and  a  deep  concern  for  the  underdog. 

Nominations  are  now  being  sought  for  the  1999 
Batten  Medal. 


The  1999  BaHen  Medal  and  the  $2,500 
prize  will  be  awarded  to  a  single  individual  for 
his  or  her  body  of  work. 

Entries  must  be  postmarked  March  1,  1999. 
The  winner  will  be  selected  by  an  independent 
jury  chaired  by  former  editor  and  publisher 
Larry  Jinks. 

The  judges  will  honor  work  representing 
outstanding  journalism  over  a  period  of  time. 
The  nomination  letter  must  reflect  how  the 
entry  reflects  the  values  of  Jim  Batten. 

A  single  series  or  individual  project,  how¬ 
ever  noteworthy,  will  not  qualify.  All  work  must 
have  been  published  within  the  three  calendar 
years  prior  to  January  1, 1999. 

The  Batten  Medal  may  be  awarded  to  any 
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grapher  or  graphic  artist  whose  work  has 
appeared  in  a  daily  or  weekly  newspaper  in 
the  United  States. 

The  entry  should  be  accompanied  by  no 
more  than  10  articles,  photos  or  graphics. 
Additional  supporting  material  or  documen¬ 
tation  is  allowed.  The  publication  date  must  be 
visible  on  each  piece  of  work.  Quality  copies 
are  acceptable.  The  entry  should  be  well- 
organized  so  it  can  be  easily  handled. 

The  following  certification  should  accom¬ 
pany  each  entry  and  should  be  signed  and 
dated;  "I  certify  that  the  information  included 
in  the  accompanying  materials  for  the  1999 
Batten  Medal  accurately  and  truthfully  reflects 
the  entry,  dates  of  publication  and  its  impact 

anri  niitrparh  " 


Entries  should  be  mailed  to; 

Foundation  tor  the  Batten  Medal 
c/o  Jerry  Ceppos,  Executive  Editor 
San  Jose  Mercury  News 
750  Bidder  Park  Drive 
San  Jose,  CA  95190 

Questions  should  be  directed  to: 

Zachary  Stalberg 
c/o  Philadelphia  Daily  News 
P.O.  Box  7788 
Philadelphia,  PA  19101 
Telephone:  215-854-5905 
E-Mail;  stalbez@phillynews.com 


de  Borchgrave 

Continued  from  page  14 

“The  New  York  Times  might  have  called 
the  Washington  Times  a  moonie  paper,  but 
I  didn’t,”  says  Rosenthal,  a  former  execu¬ 
tive  editor  of  the  Ne\i>  York  Times. 

He  was  not  as  confident  de  Borchgrave 
could  be  as  successful  at  UPI  as  he  was  at 
the  Washington  Times  —  making  it  impor¬ 
tant  enough  for  newspapers  to  subscribe  to 
it  again. 

“UPI  has  lost  a  lot  of  its  purpose,  its 
verve,  its  smartness,”  Rosenthal  says.  “But 
de  Borchgrave  is  an  intelligent,  hard¬ 
working,  determined  newsman.  If  he  gets 
enough  money  and  freedom,  I  think  he  has 
a  good  shot.” 


THE  ADAMS  CHAPTER 

De  Borchgrave  succeeds  James  Adams, 
a  onetime  London  Sunday  Times  manag¬ 
ing  editor  who  resigned  after  a  year  of  bat¬ 
tling  Sheik  Walid  Bin  Ibrahim  al-Ibrahim 
and  Dr.  Abdallah  H.  Masry,  the  officers  of 
ARA  Group  International  (AGI),  the 
Riyadh  firm  which  owns  UPI. 

Adams  complains  the  Saudis  frequent¬ 
ly  withheld  operating  funds,  creating 
intense  cash  flow  problems.  He  resigned 
amid  charges  —  which  he  and  UPI  offi¬ 
cials  denied  —  that  he  used  wire  service 
personnel  equipment  to  start  his  own 
Internet  company. 

De  Borchgrave  says  the  Saudis  ap¬ 
pointed  Ahmed  Badeb,  a  Saudi  business¬ 
man,  to  head  AGI,  replacing  Sheik  Walid 
and  Dr.  Masry. 

UPI  sources  also  say  de  Borchgrave  is 
the  first  CEO  to  be  given  full  access  to 
UPI’s  financial  records. 

De  Borchgrave  understands  that  he  will 
need  to  increase  the  news  staff  at  UPI  that 
mostly  work  out  of  their  homes  in  “virtual 
bureaus,”  filing  dispatches  mostly  for  Web 
sites  and  local  radio  stations. 

“I  never  liked  bureaus,”  de  Borchgrave 
says.  “I  used  to  argue  to  dismantle  them 
when  I  was  at  Newsweek.  Bureaus  tie  you 
down.  Everybody  has  a  laptop  these  days. 
Reporters  don’t  need  offices  to  get  stories.” 

De  Borchgrave,  who  happily  describes 
himself  as  a  high  school  dropout,  got  his 
first  journalism  training  during  World  War 
II  as  a  15-year-old  seaman  aboard  a  gun 
boat  in  the  British  Navy. 

“I  kept  the  ship’s  daily  diary,”  he  says 
about  his  first  foray  into  writing.  “I  got 
into  the  Navy  because  I  cheated.  I  was 
only  15  years  old  and  eight  months,  but 
my  grandmother  certified  that  I  was  21.  I 
wanted  to  get  into  the  war  effort.” 

He  was  part  of  a  two-man  team  that 


steered  a  personnel  carrier  onto  Juneau 
Beach  during  the  June  6,  1944,  American 
invasion  of  Normandy  and  stayed  in  the 
Navy  until  1946  to  work  in  mine  sweeping 
duty.  “You  got  double  pay  for  that,”  he 
explains. 

By  the  time  he  was  discharged  he  says 
he  had  become  a  two-fmger  wiz  on  the 
telex  machine  and  was  ready  for  a  career 
in  Journalism. 

“I  could  type  90  words  a  minute,”  he 
says.  “UPI  said  that  if  1  paid  my  way  to 
Europe  —  they  were  a  tight  outfit  even 
then  —  that  they  would  give  me  a  Job  as  a 
telex  operator.” 

He  started  his  UPI  tour  in  London  but 
eventually  was  sent  to  Brussels,  where  he 
was  bom,  to  take  advantage  of  his  knowl¬ 
edge  of  the  language. 

De  Borchgrave  also  had  to  tell  another 
lie  to  get  his  UPI  Job.  “I  told  them  I  was 
28  when  I  only  was  21,”  he  reports  with 
satisfaction. 

He  married  the  late  Dorothy  Solon,  a 
personal  assistant  to  U.S.  Ambassador  to 
France  C.  Douglas  Dillon,  on  his  lunch 
hour,  and  made  a  not-so-distinguished 
mark  for  himself  when  he  covered  the 
1948  Olympics. 

“We  had  a  fellow  with  binoculars  on  top 
of  the  stands  watching  the  100  yard  dash 
for  women,  and  he  said  that  Fanny 
Blankers-Cohen  had  won  by  a  nipple,”  de 
Borchgrave  says. 

“I  was  so  excited  I  sent  it  out  that  way  all 
over  the  world.  Fanny  by  a  nipple.  They 
were  going  to  fire  me,  but  then  they  said  that 
the  whole  world  was  laughing,  and  they  got 
so  much  free  publicity  they  kept  me  on.” 


Calif,  convention 
boycott  dropped 
by  NAHJ 


by  Kelvin  Childs 


BUT  NOT  FOR  LONG 

In  1950,  Newsweek  made  him  an  offer 
that  was  impossible  for  a  young,  married 
man  to  turn  down.  “They  gave  me 
$12,000  a  year,  a  car,  and  a  housing 
allowance,”  he  says,  which  tripled  his  UPI 
compensation. 

He  eventually  became  Newsweek'^, 
chief  foreign  correspondent,  covering 
wars  all  over  the  world.  He  turned  to  fic¬ 
tion  in  1980,  co-authoring  “The  Spike,”  a 
novel  on  Russian  disinformation  that  sold 
200,000  hardcover  copies. 

De  Borchgrave  ran  the  Washington 
Times  from  1985  to  1991,  then  became  a 
senior  adviser  at  the  Center  for  Strategic  & 
International  Studies,  a  conservative  Wash¬ 
ington  think  tank.  He  remains  an  editor-at- 
large  at  the  Times  and  sees  no  conflict  with 
his  three  positions.  “I  sleep  about  four 
hours  a  night,”  he  said.  “I  can  put  in  an  1 8 
hour  day  without  any  trouble.”  IB  ' 


Citing  a  changed  political  climate 
and  the  will  of  its  members,  the 
National  Association  of  Hispanic 
Journalists  (NAHJ)  ended  its  moratorium 
on  conventions  in  California. 

NAHJ’s  board  voted  11-0  Jan.  16  at 
its  winter  meeting  in  Seattle  to  end  the 
four-year  boycott,  says  Joseph  Torres, 
communications  director.  NAHJ  insti¬ 
tuted  the  ban  in  1994  because  voters 
passed  Proposition  187,  which  forbade 
the  state  from  providing  undocumented 
immigrants  access  to  social  services, 
health  care,  or  public  schools. 

However,  an  injunction  blocked  en¬ 
forcement  of  the  measure.  And  a  federal 
court  struck  down  Proposition  187’s 
requirements  that  police,  school  offi¬ 
cials,  social  woikers,  health  care  workers, 
and  other  state  aides  report  suspected 
illegal  immigrants  to  authorities. 

In  addition,  the  passage  of  Proposi¬ 
tion  187  spurred  significant  Hispanic 
voter  participation  and  led  to  the  elec¬ 
tion  of  several  Latinos  to  the  state 
Assembly  and  Senate,  as  well  as  to  the 
lieutenant  governor’s  office.  “187  has 
served  as  the  impetus  for  Latino 
empowerment,”  says  Julio  Moran,  exec¬ 
utive  director  of  the  California  Chicano 
News  Media  Association  (CCNMA). 

The  CCNMA  and  NAHJ’s  mem¬ 
bers  in  California  pushed  for  an  end 
to  the  ban.  Also,  NAHJ  surveyed  its 
members  through  its  newsletter,  and 
91%  of  respondents  called  for  an  end 
to  the  boycott. 

Torres  and  Moran  say  many  in  NAHJ 
favor  returning  to  California  in  2002  for 
the  20th  anniversary  of  the  first  nation¬ 
al  Hispanic  media  conference.  That 
event,  in  San  Diego,  was  hosted  by 
CCNMA,  and  the  larger-than-expected 
turnout  of  300  sparked  the  formation  of 
NAHJ,  Moran  says. 

In  a  statement,  NAHJ  president 
Nancy  Baca  says,  “We  felt  it  was  impor¬ 
tant  to  honor  the  wishes  of  our  mem¬ 
bers,  particularly  those  who  work  and 
live  in  California.”  NAHJ,  which  has 
about  1,500  members,  plans  future  con¬ 
ventions  in  Houston  in  2000  and 
Phoenix  in  2001. 
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PRN  Press  Room,  ^ 
the  ultimate  free 
service  for  journalists 


Visit  the  PRN  Press  Room  and 


access  a  wide  range  of  news  and 
information  especially  for  journalists. 
This  includes  news,  daybooks,  audio, 
video  and  photos.  If  you  are  a  recognized 
member  of  the  press,  you  can  register 
for  FREE  at  booth  #65  or  at 
www.prnmediaTcom 


ym  mild  the  Web 


sites.  We’ll  supply  the  news. 


News  releases  from  PR  Newswire’s 
members  represent  the  most  compelling, 
important  and  far-reaching  news  from 
America’s  corporations,  associations, 
institutions  and  government  agencies. 

This  valuable  content  is  dynamic, 
extensive,  credible  and  is  available  FREE, 
24-hours-a  day  for  your  media  Web  site. 
Best  of  all,  feed  from  PR  Newswire 
supplied  in  the  manner  best  suited  for 
your  system,  ensures  fast  site  set-up. 


To  find  out  more,  visit  us  at  Booth  #65 
at  the  Interactive  Newspapers  Conference. 
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Age  of  nominal  democracies  drives 
ioumalists  to  organize  protection 


Leonard  R.  Sussman 

The  global  press  in  1998  was  only 
partly  free  —  decreasingly  free,  by 
a  slight  margin  —  in  the  2 1  st  annu¬ 
al  Freedom  House  survey  of  the  news 
media.  Yet  there  was  a  double  irony:  with 
more  procedural  democracies  in  place 
than  ever,  fearful  rulers  increasingly  used 
legalisms  to  control  the  press,  and  jour¬ 
nalists  themselves  organized  for  self-pro¬ 
tection  as  never  before. 

Communists  in  the  Russian  parliament 
are  calling  for  greater  censorship,  a  grow¬ 
ing  theme  in  the  former  Soviet  states,  but 
President  Boris  Yeltsin  vowed  on  Dec.  26, 
1998,  to  protect  the  press  and  fight  cen¬ 
sorship.  “We  will  use  all  our  strength  to 
defend  freedom  of  the  press,”  said  the  ail¬ 
ing  Yeltsin,  “1  promise  you  this  as  presi¬ 
dent  and  as  guarantor  of  the  constitution.” 

The  Russian  print  and  broadcast  press 
are  increasingly  subject  to  control  by 
Russia’s  plutocrats  as  well  as  by  political 
forces.  But  a  new  vigorous  press-defense 
group  monitors  the  declining  freedom  of 
the  Russian  news  media  and 
seeks  to  exert  influence  on  the 
Russian  government  to  protect 
limited  freedoms  and  President 
Yeltsin’s  commitment  to  demo¬ 
cratic  principles.  His  commit¬ 
ment  to  protect  Russia’s  embat¬ 
tled  press  is  a  byproduct  of  jour¬ 
nalists’  vigorous  efforts  to  com¬ 
bat  censorship. 

The  Glasnost  Defense  Foun¬ 
dation  of  Russia  is  affiliated  with 
the  worldwide  electronic  press- 
freedom  advocate.  International 
Freedom  of  Expression  Ex¬ 
change  (IFEX),  headquartered  in 
Toronto.  IFEX,  with  34  members 
covering  all  continents,  carries 
24-hour  reports  of  murders  and 
physical  attacks  on  journalists, 
press  banning,  and  diverse  har¬ 
assment  of  the  news  media  worldwide. 

Fifteen  years  ago,  the  press  itself  paid 
little  organized  attention  to  its  own  sur¬ 
vival.  Now  there  are  active  press-freedom 
monitoring  organizations  in  Paris,  Lon¬ 
don,  Brussels,  Zurich,  Washington.  Nam- 
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ibia,  Lima,  Fiji,  Accra, 

Lagos,  Hong  Kong,  Buenos 
Aires,  Amsterdam,  Oslo, 

Islamabad,  Dacca,  and  New 
York  as  well  as  Toronto. 

Individually  or  in  consort, 
they  protest  speedily  when  a 
journalist  is  arrested  or  oth¬ 
erwise  molested  on  the  job. 

Ironically,  the  opening  of 
political  systems  provides 
new  subtle  forms  of  govern¬ 
mental  pressure  and  the 
facilities  for  journalists  to 
combat  it. 

Of  186  countries  examined  in  the  1998 
survey,  68  have  free  print  and  broadcast 
media.  They  are  37%  of  the  nations.  Fifty- 
two  countries  (28%)  have  a  partly  free 
press,  and  66  (35%)  have  news  media  that 
are  not  free.  The  year  before,  67  countries 
were  in  the  free-press  category,  54  coun¬ 
tries  in  partly  free  category,  and  65  in  the 
not-free  category. 

Only  1.23  billion  people  live  in  coun¬ 
tries  with  a  free  press.  That  is  20%  of  the 
world’s  population,  while  2.41 
billion  (40%)  have  access  to  a 
partly  free  press,  and  more  of 
the  world’s  people,  2.42  billion 
(40%),  live  in  nations  with  a 
press  that  is  not  free. 

In  1998,  the  average  press- 
freedom  level  of  186  countries 
dropped  significantly  to  a  rat¬ 
ing  of  49.04  on  the  Freedom 
House  scale,  in  which  31  to  60 
is  within  the  partly  free  spec¬ 
trum.  The  previous  year,  the 
average  was  46.29. 

In  the  Freedom  House  survey, 
countries  are  scored  from  1  to 
100;  the  lower  the  number,  the 
freer  the  press.  A  combined  rat¬ 
ing  of  all  factors  totaling  from  1 
to  30  places  a  country  in  the  free  j 
category,  31  to  60  in  the  partly 
free,  61  to  100  in  the  not  free  category. 

That  score  is  determined  by  rating  each 
country’s  laws  and  administration,  the  de¬ 
gree  of  political  and  economic  influence 
on  the  content  of  journalism,  and  actual 
cases  of  press-freedom  violations.  These 


range  from  harassment  of 
journalists  and  the  media  to 
physical  attacks  and  murder. 
Last  year,  38  journalists  were 
killed  on  duty,  another  284 
were  physically  attacked, 
329  arrested,  and  749  jour¬ 
nalists  and  their  institutions 
harassed,  banned,  or  other¬ 
wise  threatened. 

Eleven  countries  moved 
into  new  categories  last 
year.  Improving  their  stand¬ 
ing  were  Mongolia,  Slova¬ 
kia,  and  Thailand  which  went  from  partly 
free  to  a  free  press;  and  Bosnia-Herzego- 
vina,  Indonesia,  and  Nigeria  moved  from 
not  free  to  partly  free.  Declines  in  press 
freedom  ratings  were  noted  in  Namibia 
and  Western  Samoa  which  went  from  free 
to  partly  free,  and  Ghana,  Jordan,  and 
Peru  whose  press  moved  from  partly  free 
to  not  free. 

In  73  other  countries,  the  survey  record¬ 
ed  marginal  movement  within  categories. 
More  than  twice  the  number  declined  than 
improved.  Twenty  nations  showed  slight 
improvement  in  press  freedom  while  it 
declined  slightly  in  53  nations.  Another 
102  countries  were  unchanged. 

The  most  notable  improvement  came 
last  year  in  Nigeria  which  years  earlier 
had  a  vigorous,  diversified  press.  In  1993, 
however,  Nigeria  became  one  of  the  most 
censorious  countries  in  the  world.  By 
mid-July  last  year,  the  deaths  of  both  an 
elected  president  and  his  captor-successor 
suddenly  resulted  in  the  lifting  of  many 
press  restrictions,  and  the  promise  of 
elections  in  1999.  The  specter  of  two 
journalists  shot  to  death  in  1998,  23  jour¬ 
nalists  arrested,  and  24  others  physically 
attacked  was  not  soon  forgotten,  even  as 
the  news  media  operated  in  a  new  partly 
free  environment.  There  was  still  the  fear 
that  some  restrictions  might  be  restored 
before  the  coming  election. 

With  the  fall  of  the  Suharto  government 
last  year,  Indonesian  journalists  also 
enjoyed  a  marked  lifting  of  barriers  to 
press  freedom.  The  new  prime  minister,  B. 
J.  Habibie,  rapidly  announced  his  support 
for  a  free  press  and  quickly  permitted  the 
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rebirth  of  Tempo,  the  popular  newsweekly  journalists  were  harassed.  despite  its  tradition  of  broad  press  free- 

banned  four  years  earlier.  In  the  still  unset-  The  Middle  Ea.st  has  the  smallest  per-  dom.  It  permitted  surveillance  of  a  broad- 
tied  political  and  economic  condition  of  centage  of  free  news  media.  Only  one  cast  reporter  investigating  police  corrup- 

the  country  and  with  persistent  ethnic  country  in  the  region  (Israel  but  not  the  tion.  Two  newspaper  reporters  were  kid- 

cleavages,  Journalists  still  ofterate  with  Israel-dominated  territories)  has  a  free  napped  by  the  police.  One  newspaper  in 

some  caution  and  self-censorship.  press.  That  is  7%  among  16  countries.  Quebec  was  harassed  over  the  language 

Peru’s  Journalism  declined  from  partly  Kuwait  has  a  partly  free  press.  In  the  re-  issue.  A  CBC  reporter  had  his  home  bro- 

free  to  not  free.  The  nation’s  newspapers  maining  14  countries  the  press  is  not  free,  ken  into  after  reporting  on  the  Hell’s 

and  magazines  felt  increasing  pressure  Africa  has  6  free-press  nations  (12%),  Angels.  And  one  reporter,  critical  of  the 
from  President  Fujimari,  presumably  17  that  are  partly  free  (32%),  and  29  that  Sikhs,  was  killed. 

Jockeying  for  a  third  term  not  yet  allowed  are  not  free  (56%).  Asia  has  8  free-press  The  U.S.  rating  dropped  one  point, 

under  the  constitution.  Since  1992,  many  countries  (22%),  9  (25%)  partly  free,  and  Though  the  Supreme  Court  declared  un¬ 
print  and  broadcast  Journalists  have  been  19  (53%)  not  free.  constitutional  the  1996  law  banning  por- 

pressured  into  self-censorship.  Others  Western  and  Eastern  European  Journal-  nography  on  the  Internet,  Congress  con- 
have  been  intimidated  by  libel  suits,  ists  enjoy  a  free  press  in  26  countries  tinned  to  draft  bills  to  control  Internet 

detentions,  house  arrest,  and  the  stripping  (74%),  while  partly  free  Journalism  exists  content.  Sensational  and  saturation  cover- 

of  citizenship  from  a  television  station  in  6  countries  (17%),  and  a  not-free  press  age  of  the  presidential  scandals  in  1998 

owner,  thus  vacating  his  corporate  hold-  in  3  nations  (9%).  also  reduced  the  credibility  of  Journalists 

ing.  Last  year,  two  Journalists  were  killed.  In  Latin  America  and  the  Caribbean,  16  and  their  institutions,  a  negative  sign  in  a 

12  received  death  threats,  10  were  beaten  countries  (49%)  provide  a  free  press,  14  democratic  .society. 

or  otherwise  attacked,  5  were  arrested,  (42%)  partly  free,  and  3  (9%)  not  free.  - 

and  others  charged.  Oceania  has  8  countries  (67%)  with  Sussman  is  a  senior  scholar  of 

Ghana  barely  slipped  into  the  not  free  free  news  media.  4  (33%)  partly  free,  and  Freedom  House,  who  coordinates 

category  from  partly  free.  The  country  has  none  not  free.  the  press-freedom  survey.  Kristen 

alternated  between  democratic  and  op-  Both  North  American  countries.  Can-  Guida  and  Tania  Kramer  provided 
pressive  governments  since  it  became  the  ada  and  the  United  States,  have  a  free  research  assistance  for  this  article 

first  nation  in  Africa  to  gain  independence  press  but  were  rated  slightly  lower  in  which  was  written  exclusively  for 

after  World  War  11.  Though  the  1992  con-  1998.  Canada  dipped  several  points  Editor  &  Publisher, 

stitution  guarantees  media  freedom,  the 
government  finds  ways  legally  to  circum¬ 
vent  press  freedom. 

The  privately  owned  press  was  fre¬ 
quently  the  victim  last  year  of  government 
crackdowns  based  on  protection  of  "the 
reputation,  rights,  and  freedoms  of  other 
persons.”  The  media  can  be  silenced  in  the 
name  of  "national  security,  public  order, 
and  public  morality.”  This  procedure  is 
increasingly  popular  in  many  other  coun¬ 
tries  in  Latin  America  as  well  as  Africa, 

Asia,  and  Eastern  Europe.  Ghanian  radio 
stations,  whose  broadcast  frequencies  are 
allocated  by  a  government  board,  carry 
few  critical  reports  of  the  regime. 

Namibia,  listed  in  1997  as  “free”  but  at 
the  very  cusp  of  "partly  free,”  went  over 
the  line  in  1998  to  partly  free.  Through¬ 
out  the  year,  official  crackdowns  and  ha¬ 
rassment  of  Journalists  stimulated  some 
self-censorship.  The  state  owns  and  oper¬ 
ates  the  radio  and  television  systems. 

They  give  prominent  coverage  to  offi¬ 
cials  but  generally  report  those  critical  of 
the  government.  Yet  the  regime  and  rul¬ 
ing  party  made  repeated  attempts  to  re¬ 
strict  reporting  of  their  activities  last 
year.  Television  reporters  were  twice  as¬ 
saulted,  one  TV  program  was  dumped  for 
“libelous  and  malicious”  stories,  a  Jour¬ 
nalist  was  arrested  for  not  revealing 
sources,  and  two  defamation  suits  were 
brought  by  government  ministers.  Other 
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E-mails  make  stormy 
weather  for  reporter 


by  David  Noack 

A  reporter  for  The  Dallas  Observer 
is  refusing  to  reveal  her  sources 
over  a  story  detailing  internal 
management  and  financial  problems  at  a 
software  gaming  company. 

Christine  Biederman  was  subpoenaed 
Jan.  15  by  attorneys  for  a  Dallas-based 
software  development  firm,  ION  Storm, 
over  an  article  with  the  headline  “Stormy 
Weather”  which  appeared  in  the  Jan.  14- 
20  edition  of  the  alternative  weekly, 
which  is  owned  by  New  Times  Inc. 

Part  of  the  story  was  based  on  internal 
e-mails  from  company  CEO  Todd  Porter, 
which  were  obtained  by  Biederman. 
Company  lawyers  say  the  e-mails  were 
illegally  obtained  from  the  software 
maker.  Some  of  the  e-mails  are  also 
posted  on  the  newspaper’s  Web  site. 

The  paper  vigorously  denies  the  e- 
mails  were  illegally  obtained. 

An  attorney  for  the  software  firm 
did  not  return  telephone  calls  for 
comments. 

Biederman  invoked  a  reporter’s 
privilege  in  declining  to  reveal  who 
gave  her  the  e-mails,  along  with 
other  information.  A  motion  was 
filed  to  quash  the  subpoena,  but 
denied. 

Texas  does  not  have  a  reporter’s 
shield  law,  which  typically  protects 
journalists  from  having  to  reveal 
confidential  sources. 

The  lengthy  Observer  piece 
chronicled  myriad  business,  per¬ 
sonnel,  financial,  and  management 
woes  at  the  company  as  they  were 
preparing  to  launch  an  elaborate 
“shoot  ’em  up”  computer  game 
called  “Daikatana.” 

Biederman,  38,  based  part  of  her  story 
on  e-mails  she  obtained  on  a  computer 
disk,  as  well  as  other  information 
gleaned  from  underground  gaming  Web 
sites  and  e-mails  from  former  and  current 
ION  Storm  employees. 

Before  the  story  being  published, 
Biederman  asked  company  officials  for 
comments  based  on  some  of  the  internal 
e-mails.  The  company  declined  to 
respond  and  alleged  the  e-mails  were 


illegally  obtained,  contained  proprietary 
information,  and  should  not  be  used  in 
the  story. 

Biederman  says  that  more  than  1,(KK) 
e-mails  to  and  from  company  CEO  Porter 
were  given  to  her  on  a  computer  disk.  She 
says  Porter’s  e-mails  were  available  to 
most  anyone  at  the  company  because  they 
were  housed  in  an  accessible  area  on  the 
company’s  internal  computer  network, 
where  anyone  had  access  to  them  and 


Dallas  reporter 
Christine  Biederman 
(left)  refused  to  reveal 
the  sources  used  in  the 
Observer’s  cover  story 
(below)  on  ION  Storm. 
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could  have  copied  or  transmitted  them 
electronically. 

“As  far  as  I  know  at  least  two  sets  of 
[Porter  e-mails]  are  circulating.  One  of 
them  was  posted  on  the  Internet.  My  under¬ 
standing  is  the  CEO  messed  up  and  posted 
these  things  in  an  area  of  the  company’s 
computer  network  where  it  was  generally 
accessible  to  all  employees.  I  have  spoken 
to  dozens  of  employees  who  said  they  read 
them  there.”  says  Biederman. 

In  her  story,  Biederman  notes  that  prior 


to  Porter  going  out  to  be  deposed  regard¬ 
ing  a  suit  against  the  firm  filed  by  a  for¬ 
mer  executive  “...  [Porter]  apparently 
posted  his  e-mails  to  the  company  server 
to  be  disposed  of,  but  somehow  forgot  to 
hit  the  ‘delete’  key  before  the  employees 
got  there.” 

“They  were  posted  to  the  main  server 
where  someone  found  them,  and  told 
other  people,  and  everybody  in  the  whole 
company  started  reading,”  a  former  ION 
employee  is  quoted  as  .saying.  The  e- 
mails  include  comments  about  personnel 
and  business  plans. 

Observer  editor  Julie  Lyons  says  the 
paper  intends  to  fight  any  attempt  to  force 
Biederman  to  reveal  her  sources. 

In  a  Jan.  14  letter  to  Steven  P.  Suskin,  a 
New  Times  company  attorney  in  Phoenix, 
Ariz.,  Perkins,  the  software  company 
lawyer,  warned  the  Observer  if  the  e- 
mails  were  published,  the  paper  would  be 
doing  so  at  “its  own  peril.” 

“Based  upon  a  review  of  the  article 
which  appeared  yesterday  in  both  hard 
copy  and  on  the  Internet,  the  Observer 
clearly  chose  to  disregard  my  clients’  pro¬ 
prietary  and  protected  communica¬ 
tions  as  evidenced  by  the  fact  that 
excerpts  of  those  communications  are 
included  throughout  the  article.  In 
addition,  we  are  aware  that  the 
Observer  intends  to  provide  an 
Internet  link  which  promises  further 
access  to  the  fruits  of  this  illegal 
activity,”  wrote  Perkins. 

Suskin  says  he  understands  the 
company  doesn’t  like  this  kind  of 
publicity. 

“They  want  to  know  where  she 
obtained  this  information,  and  they 
wanted  to  know  the  circumstances 
beyond  that,  where  her  sources 
obtained  the  information.  Their  con¬ 
tention  being  that  these  e-mails  she 
obtained  were  the  fruits  of  a  crime,” 
says  Suskin,  who  maintains  the 
e-mails  were  not  illegally  obtained. 

Jane  Kirtley,  executive  director  of 
the  Reporters  Committee  for  Freedom 
of  the  Press  in  Arlington,  Va.,  says 
Texas  is  not  a  reporter-friendly  state  when 
it  comes  to  a  journalist’  privilege. 

“Texas  is  not  a  great  state  in  which  to  try 
to  assert  a  privilege.  There’s  no  shield  law, 
and  the  state  courts  have  steadfastly  refused 
to  recognize  much  of  a  privilege  based  on 
common  law  or  the  Constitution.  Texas 
criminal  court  judges  have  sent  many 
reporters  to  jail  for  refusing  to  reveal  confi¬ 
dential  sources;  in  a  few  cases,  a  federal 
judge  has  granted  ‘habeas  corpus’  petitions 
to  relea.se  them,”  says  Kirtley. 


20 


EDITOR  &  PUBLISHER  /  JANUARY  30.  1999 


www.medjainfo.com 


Finally,  an  affordable  and 
intelligent  way  to  move 
^  classifieds  online. 


Solutions 
without 
big  if 
dollar  i 
signs  % 


QUADRANT,  your 
^  publication  keeps  Its  own 
f  Wk  identity.  You  maintain  full 

f  S  ■'%  control  over  the  classified 

1  product  and  publication 

cycles.  You  control  the 
f  '-  design  andlook  of  YOur 
§  Web  classifieds  with  your 

m  #  own  classification  titles.  You 

elect  to  use  preset 
"  templates  or  generate  your 

■  own  page  design  including 
banner  ads  and  links  of  local 

interest.  Your  publicotion  retains  its 

■  position  as  the  informafion  source  ih  your 
community,  reinforcing  its  standing  with  current  or 
prospective  advertising  clientele. 

QUADRANT  is  versatile,  offering  a  system 
that  is  right  for  any  size  publication,  available  in 
three  cost  effective  configurations:  service  bureau, 
partnership,  ownership. 


For  more  information: 

see  us  at  Interactive  booth  #30 
or  call  417-728-0280 


QUADRANT 


Stauffer  Media  Systems 


a  division  of  Morris  Communications 


$7  million  continues  with  ‘It  all  starts  with  newspapers’  ad  campaign 


by  Ken  Liebeskind 


of  targeted  adults  recalled  the  campaign 
and  84%  of  those  that  recalled  it  found  it 
appealing. 

Sturm  says  the  campaign  is  the  first 
nationwide  coordinated  campaign  the 
NAA  has  ever  done.  “We  got  the  entire 
industry  to  work  together  on  it,”  he  says, 
including  state  press  associations,  which 
worked  to  enroll  non-NAA  member  pa¬ 
pers  in  the  campaign. 

The  use  of  celebrities  helped  make  the 
campaign  a  success,  like  the  well-known 
“Got  Milk?”  campaign.  Many  celebrities 
were  used,  from  former  president  Jimmy 
Carter  to  entertainers  Meryl  Streep  and 
Jon  Bon  Jovi.  Sturm  says  celebrities  who 
appeal  to  young  people  were  used  on  TV 
spots  or  youth-oriented  cable  networks 
like  Nickelodeon  and  MTV.  “You  can  tar¬ 
get  at  a  fairly  good  price,”  he  says.  Now 
he’s  getting  calls  from  agents  whose 
celebrity  clients  want  to  appear  in  future 
ads,  Sturm  says. 


papers  to  support  it,”  says  John  - 
Sturm,  NAA’s  president/CEO. 
He  says  the  campaign  will  con¬ 
tinue  “along  the  same  lines”  ' 
with  minor  changes  to  be  made. 

NAA  spent  $7  million  last 
year  on  the  campaign,  which 
broke  in  September  1997  and  was 
earmarked  for  three  years. 

The  campaign  uses  celebrities 
to  impart  the  message  that  reading 
newspapers  is  important,  especial¬ 
ly  for  children.  Sturm  calls  it  a 
“motherhood  and  apple  pie,  feel¬ 
good  campaign”  that  isn’t  specifi¬ 
cally  intended  to  sell  advertising 
or  boost  circulation  but  to  “raise 
the  overall  image  of  our  industry.” 

Hundreds  of  newspapers  across 
the  country  ran  two  ads  per  week 
during  the  four-week  segments  of 
the  campaign.  Papers  were  en¬ 
couraged  to  prepare  their  own 
local  ads  based  on  the  national 
campaign,  with  some  papers  en¬ 
listing  local  celebrities  to  partici¬ 
pate.  The  Chicago  Tribune,  for  in¬ 
stance,  used  Gene  Siskel,  the  local 
movie  critic. 

Ads  also  ran  on  television,  in 
movie  theaters,  in  in-flight  maga¬ 
zines,  on  online  services,  and  in 
trade  publications.  The  campaign 
was  created  by  Della  Femina/Jeary 
&  Partners,  New  York. 

Since  the  campaign  doesn’t 
seek  to  sell  advertising  or  newspa¬ 
pers,  it’s  hard  to  measure  results. 
But  a  survey  conducted  by  Clark, 
Martire  &  Bartolomeo,  Engle¬ 
wood  Cliffs,  N.J.,  found  that  38% 


Pop  sensation  Brandy  and  actress  Meryl  Streep 
are  among  the  celebrities  encouraging  children 
nationwide  to  read  newspapers. 
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Ad  revenue  slowdown 
dogs  newspapers 


by  Lucia  Moses 

Slower  advertising  revenue  growth 
held  down  newspaper  earnings  in  the 
fourth  quarter,  but  forecasters  predict 
a  solid  financial  performance  in  1999. 

“Generally,  everything  has  been  fairly 
strong,”  says  Asa  Graves  of  the  Richmond, 
Va.-based  brokerage  firm  Wheat  First 
Union.  “We’re  cautiously  optimistic.  It’s 
still  going  to  be  a  good  year.” 

Peter  Appert  of  BT  Alex.  Brown  & 
Sons  says  he  expects  slower  growth  in 
advertising  revenue  to  dog  newspapers 
this  year,  despite  easing  newsprint  costs. 

With  classified  growth  also  slowing, 
especially  help  wanted,  newspaper  ad  rev¬ 
enue  increases  should  trail  slightly  behind 
other  media. 

“I  still  think  advertising  spending  will 
be  up,  but  it’ll  be  a  3%  to  3  '/2%  number,” 
Graves  says  of  the  rate  of  overall  newspa¬ 


per  ad  revenue  gains  this  year. 

“I  see  no  reason  to  be  pessimistic  about 
the  industry  overall,”  says  Gerald  D. 
Reilly,  a  Greenwich,  Conn.-based  news¬ 
paper  consultant  and  broker.  “This  is  a 
very  solid  business.” 

Here  are  the  fourth-quarter  results  for 
some  public  newspaper  companies  that 
have  relea.sed  figures: 

DOW  JONES 

Dow  Jones  &  Co.  reports  a  lower 
fourth-quarter  loss,  reflecting  one-time 
charges  of  $498,000,  or  10  a  share,  com¬ 
pared  with  a  loss  of  $889.3  million,  or 
$9.22  a  share,  in  the  year-earlier  period  — 
a  loss  due  mainly  to  the  sale  last  year  of  its 
troubled  market  data  unit. 

Fourth-quarter  charges  include  addi¬ 
tional  fallout  from  the  market  data  unit, 
formerly  known  as  Telerate,  severance 
payments,  office-lease  terminations,  and 


technology  write-downs. 

Before  special  charges,  earnings  were 
$55.4  million,  or  590  per  diluted  share. 

For  the  full  year,  Dow  Jones  reports  net 
income  of  $8.4  million,  or  90  a  diluted 
share,  compared  with  a  loss  of  $802. 1  mil¬ 
lion,  or  $8.36  a  share,  in  1997.  The  com¬ 
pany  says  annual  earnings  excluding  spe¬ 
cial  items  and  Telerate  were  about  flat  at 
$  1 85  million,  or  $  1 .92  a  share. 

Revenues  for  the  quarter  were  $491.9 
million,  down  29%  from  $689.5  million  a 
year  earlier.  Excluding  Telerate,  revenues 
declined  1.7%  in  the  quarter. 

Full-year  revenues  dropped  16%  to 
$2.16  billion.  Not  counting  Telerate, 
1998  revenues  increased  2.4%  to  $1.87 
billion. 

Results  in  print  publishing  were  mixed, 
with  The  Wall  Street  Journal  and  Barron’s 
posting  fourth-quarter  decreases  in  adver¬ 
tising  linage  of  7.9%  and  22.9%,  respec¬ 
tively.  Annual  results  were  held  down  by 
weakness  in  financial  advertising  due  to 
market  volatility  and  declines  in  Asian 
advertising,  says  Peter  R.  Kann,  chairman 
and  CEO. 

Major  bright  spots  were  growth  in  the 
company’s  community  newspapers,  elec¬ 
tronic  publishing,  and  television  operations. 


BSfP  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

1/27/99 

1/20/99 

1/27/99 

1/20/99 

A.H.  Belo  Corp.  (NY) 

18.563 

19.438 

26.719 

McClatchyCo.  (NY) 

29.500 

30.813 

25.250 

American  Media  Inc.  (NY) 

5.125 

5.000 

7.313 

Media  General  Inc.  (AM) 

47.500 

50.000 

45.875 

Central  Newspapers  Inc.  (NY) 

35.875 

35.750 

31.532 

New  York  Times  Co.  (NY)+++ 

33.500 

34.250 

64.500 

Dow  Jones  &  Co.  Inc.  (NY) 

44.875 

45.500 

50.313 

News  Corp.  Ltd. 

27.688 

26.063 

25.500 

E.W.  Scripps  Co.  (NY) 

45.125 

48.375 

47.438 

Pearson  Ltd. 

23.250 

15.250 

12.750 

Gannett  Co.  Inc.  (NY) 

63.063 

66.375 

58.000 

Pulitzer  Publishing  Co.  (NY) 

80.688 

84.625 

57.625 

Gray  Comm.  Sys.  (NY) 

17.750 

18.063 

24.625 

Quebecor  Inc.  Class  A 

21.250 

21.250 

18.375 

Harte-Hanks  Inc.  (NY)++ 

24.938 

24.688 

34.750 

Sun  Media  Corp.  (TSE)* 

21.000a 

21,000a 

16.050a 

Hollinger  International  (NY) 

12.063 

14.188 

13.875 

Thomson  Corp.  (TSE) 

36.800a 

37.900a 

37.600a 

Journal  Register  Co.  (NY) 

14.500 

15.188 

18.875 

Times  Mirror  Co.  (NY) 

55.438 

57.188 

58.000 

Knight  Bidder  (NY) 

47.000 

49.375 

54.750 

Tribune  Co.  (NY)** 

62.188 

68.750 

60.250 

Lee  Enterprises  Inc.  (NY) 

28.125 

29.313 

28.625 

Washington  Post  Co.  (NY) 

571.813 

588.250 

477.688 

*  Initial  public  offering  closed  on  12/15/97 
**  Adjusted  for  2-for-1  stock  split 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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Ottaway  Newspapers’  revenues  rose  5.4%  to  $83.6  million  in 
the  fourth  quarter  and  5.5  %  to  $317  million  for  the  year,  in  part 
due  to  increased  advertising  linage. 

KNIGHT  RIDDER 

Knight  Ridder,  the  nation’s  second  largest  newspaper  group, 
reports  fourth-quarter  profits  declined  substantially  from  the 
same  period  a  year  ago,  when  earnings  were  boosted  by  a  big 
gain  from  the  sale  of  four  newspapers.  Not  counting  extraordi¬ 
nary  factors,  earnings  from  continuing  ofierations  gained  16% 
in  the  last  three  months  of  1998. 

The  company  reports  quarterly  net  income  of  $80.3  million, 
or  830  a  share,  compared  with  $103  million,  or  $1  a  share,  in 
fourth-quarter  1997.  Quarterly  revenues  rose  to  $816  million, 
from  $815.6  million  a  year  earlier. 

For  the  full  year  1998,  Knight  Ridder  reports  net  earnings  of 
$365.9  million,  or  $3.73  a  share,  compared  with  $413  million, 
or  $4.08  a  share,  in  1997,  as  revenues  rose  to  $3. 1  billion,  from 
$2.9  billion.  Results  for  the  quarter  and  the  full  year  include  the 
costs  of  moving  corporate  headquarters  to  San  Jose,  Calif., 
from  Miami. 

Comparable  quarterly  advertising  revenues  increased  2. 1  %  to 
$630  million.  Advertising  revenues  in  1998  rose  3.8%  overall, 
but  two  key  papers  posted  lower  classified  revenues:  The  San 
Jose  (Calif.)  Mercury  News,  down  9.2%,  and  The  Miami 
Herald,  down  3.9%.  Silicon  Valley’s  slowing  demand  for  labor 
hurt  the  Mercury  News  after  three  years  of  strong  growth,  and 
the  Herald  was  affected  by  Miami’s  weak  condominium  market 
and  consolidation  among  auto  dealers,  says  Ross  Jones,  Knight 
Ridder’s  chief  financial  officer. 

Meanwhile,  strong  gains  were  posted  by  newspajjers  in 
Philadelphia,  Detroit,  Charlotte,  N.C.,  and  St.  Paul,  Minn. 

Knight  Ridder  expects  1999  ad  revenues  to  grow  3%  to  4%. 

E.W.  SCRIPPS 

E.W.  Scripps  Co.  reports  fourth-quarter  earnings  dropped 
1 1%  from  the  same  period  in  1997,  when  it  recorded  an  unusu¬ 
al  gain  from  a  realignment  of  its  newspaper  ownership. 

The  Cincinnati-based  company  posts  quarterly  net  earnings 
of  $43.6  million,  or  550  a  share,  compared  with  $50.5  million, 
or  620  a  .share,  a  year  earlier,  as  revenues  rose  to  $397.4  million, 
from  $359  million. 

Full-year  earnings  dropped  16.8%  to  $131.2  million,  or  $1.62 
a  share,  from  $157.7  million,  or  $1.93  a  share,  in  1997,  as  rev¬ 
enues  grew  to  $1.45  billion,  from  $1.24  billion. 

Newspapers  report  operating  cash  flow  for  the  quarter  slipped 
1.6%  —  largely  a  result  of  stiffer  competition  between  Scripps’ 
Denver  Rocky  Mountain  News  and  MediaNews  Group’s  The 
Denver  Post.  Excluding  Denver,  newspaper  operating  earnings 
would  have  been  8.6%  higher  in  the  quarter. 

“Our  newspapers  continue  to  show  solid  growth  and  benefit 
from  healthy  local  economies,’’  says  William  R.  Burleigh,  pres¬ 
ident  and  CEO. 

He  says  all  ad  categories  record  revenue  gains,  with  preprints, 
up  6.9%  to  $28.3  million,  and  local  retail,  up  6.6%  to  $76.5  mil¬ 
lion,  leading  the  way. 

see  Fourth  Estate  on  page  44 


For  the  latest  earnings  of  publicly  traded  newspaper 
companies,  see  “Earnings  Scorecard”  on  E&P’s  Web 
site  (www.mediainfo.com). 


www.medjainfo.com 


BSfP  READER  SERVICES 


HOW  TO  CONTACT  EDITOR  &  PUBLISHER 

■  Mail:  1 1  West  19th  Street,  New  York,  NY  1001 1-4234 

■  E-mail:  edpub@mediainfo.com 

■  Phone:  (212)  675-4380 

■  Fax:  Editorial/Permissions  (212)  691-7287 
Advertising/Mail  Lists/Reprints  (212)  929-1259 
New  Media/Conferences  (212)  929-1894 

SUBSCRIBER  SERVICES  &  BACK  ISSUES 

■  New  subscriptions,  renewals,  subscription  payments,  change 
of  address,  back  copies,  annual  directories,  billing  questions, 
write  to:  EdfP  Subscription  Dept.,  P.O.  Box  3000,  Denville, 
NJ  07834-3000.  Phone:  (800)  783-4903  -  Mon.-Fri.,  9  a.m.- 
9  p.m.;  Sat.,  9  a.m.-4  p.m.  EST.  Fax:  (973)  627-5872. 

NEWS,  STORY  IDEAS,  PRESS  RELEASES, 

JOB  CHANGES,  OBITUARIES 

■  Please  address  all  news  items  to:  George  Gameau,  managing 
editor.  Fax:  (212)  691-7287. 

LETTERS/ARTICLE  SUBMISSIONS 

■  Please  include  your  name,  company  affiliation  and/or 
residence,  and  phone  number  (for  verification)  on  letters 
intended  for  publication.  Please  send  to  “Letters 

to  the  Editor.” 

■  Submissions  (nonretumable)  for  use  in  “Shop  Talk  at 
Thirty”  or  elsewhere  in  the  magazine  are  accepted  on 
speculation.  Submit  to  “Articles”  c/o  George  Gameau. 

E&P  ARCHIVES 

■  Online  access  to  E(ST*  magazine  archives  and  our  entire  Web 
site  archives  -  Editor  &  Publisher  Interactive  -  is  available  at 
http://www.mediainfo.com/Library.htm.  Charges  are  outlined 
on  our  Web  site  or  call  our  new  media  division  at  ext.  505. 

■  Editor  &  Publisher  is  available  in  microfilm  and  electronic 
products  form  from  UMl,  300  N.  Zeeb  Rd.,  P.O.  Box  1346, 
Ann  Arbor,  MI  48106-1346.  Phone:  (800)  521-0600. 

EDITORIAL  REPRINTS/PERMISSIONS 

■  To  order  reprints  of  articles  contact  Reprint  Services. 

Phone:  (612)  582-3800 

■  To  obtain  permission  to  use  any  part  of  E6?P,  contact 
editorial  services  coordinator  Shqipe  Malushi  at  ext.  35 1 . 

MAILING  LISTS 

■  Editor  &  Publisher  does  not  release  its  subscriber  list. 

■  The  comprehensive  database  of  the  Editor  &  Publisher 
International  Year  Book  is  available  in  hard  copy, 

CD-ROM  and  customized  lists  on  labels  or  disk. 

Contact  our  CD-ROM/database  representative  at  ext.  172. 

WEB  SITE/CONFERENCES/OTHER  SERVICES 

■  Access  information  about  E6?P  products  and  services 
on  our  Web  site.  Editor  &  Publisher  Interactive 
http://www.mediainfo.com. 

WHERE  YOU  CAN  PURCHASE  E6?P 

■  Editor  &  Publisher  is  available  from  selected  book  and 
magazine  sellers  across  the  country.  For  a  complete  list 
of  sales  locations,  please  see  our  EdfP  Web  site, 
(http://www.mediainfo.com/getEP.htm). 

EDITOR  A  PUBLISHER  /  JANUARY  30,  1999  23 


E<S*P  VIEWPOINT 


We’ll  miss  you,  Gene 


At  his  insistence,  there  was  no  eulogy  at  Eugene 
S.  Pulliam’s  funeral  the  other  day.  The  entire 
service  took  barely  a  half-hour,  reflecting  the 
unassuming  nature  of  a  publisher  who  was,  in  truth,  a 
giant  of  the  newspaper  industry  and  a  courageous 
champion  of  the  free  press. 

One  trait  that  all  his  colleagues  recalled  following 
Gene  Pulliam’s  death,  Jan.  20,  at  age  84,  was  the 
way  the  publisher  of  The  Indianapolis  Star  and  The 
Indianapolis  News  would  defend  his  journalists 
against  the  political  storms  that  inevitably  follow 
aggressive  reporting.  “You  get  the  facts,  prove  them, 
and  we’ll  print  them,’’  he  would  tell  his  newsroom. 

So  we  think  Gene  Pulliam  would  understand  our 
judgment  that  his  achievements  demand  a  eulogy  in 
this  space.  After  all,  we’ve  got  the  facts  and  we  can 
prove  them. 

Gene  Pulliam  proved  his  own  journalistic  mettle 
long  before  he  reached  the  comfort  of  the  publisher’s  Eugene  S.  Pulliam  in  1975 
office.  In  1953,  he  and  10  other  editors  from  the 

American  Society  of  Newspaper  Editors  (ASNE)  turned  the  investigative  tables  on  U.S. 
Sen.  Joseph  McCarthy,  who  had  dragged  New  York  Post  editor  James  A.  Wechsler  into 
closed  Senate  hearings  to  interrogate  him  about  supposed  communist  infiltration  in  the 
newspaper  industry. 

McCarthy  was  supported  by  many  newspapers  —  and  even  the  ASNE  committee 
itself  could  not  agree  on  whether  the  senator  was  threatening  press  freedom.  As  a 
Republican,  like  McCarthy,  Gene  Pulliam  could  well  have  chosen  to  take  a  pass  on 
the  controversy. 

Instead,  he  joined  three  other  editors  in  concluding  —  presciently  as  it  turned  out  — 
that  the  senator’s  methods  were  “not  only  a  threat  to  the  freedom  of  the  press  but  also  a 
peril  to  American  freedom.” 

Neither  did  Gene  Pulliam  let  partisanship  interfere  in  1975  when  his  reporters 
investigated  corruption  in  the  Indianapolis  Police  Department.  Reporters  worried 
that  their  new  publisher  might  spike  the  story  to  protect  the  rising  Republican  star 
Richard  G.  Lugar,  then  the  mayor  and  now  a  U.S.  .senator.  As  always,  Pulliam  pro¬ 
tected  the  reporters,  and  the  investigation  won  the  first  of  two  Pulitzer  Prizes  under 
his  tenure. 

Upon  his  death,  some  in  Indiana  mourned  the  passing  of  an  era  and  said  that  we 
won’t  see  any  more  publishers  like  Gene  Pulliam.  We  can  imagine  him  shaking  his 
head  at  that.  The  fact  is,  he  leaves  not  only  his  own  legacy  of  integrity  but  also  the 
Pulliam  Fellowship  program  that  has  launched  many  other  worthy  newspaper 
careers  since  1974. 
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NATIONAL  Roben  N.  Pahos  text  157] 
ACCOUNTS  MANAGER 


REGIONAL  ADVERTISING  MANAGERS 
NORTHEAST/NEW  ENGLAND  Richard  E.  Feneira 
(508)  8214670 

EAST/CANADA  Howard  E.  Flood  |ext  160] 
WEST/CANADA  Jill  Martin 

(831)625-6902 
CENTRAL  Ramona  D.  Cox 
(303)333-9840 
MIDWEST  Greg  Lawnet 

(212)  6754380  (ext  158] 


ADVERTISING 

PRODUCTION  MANAGER  Jarre  Btundage  (ext  166] 

Christina  Mason,  Asst  |ext  165] 


CLASSIFIED 

ADVERTISING  MANAGER  M.  Eileen  Long  [ext  295] 

Hazel  Pieuss,  Asst,  [ext  295] 
Michele  Appel.  Asst,  [ext  2%[ 

CIRCUUTION 

MARKERNG  DIRECTOR  David  Williams  [ext  250[ 
FULFILLMENT  MANAGER  Marlene  Hazzatd  [ext  251] 


MIS  DIRECTOR  Ian  E  Anderson  [ext  300] 


PR(}MOTION  DIRECTOR  Lawrence  J.  BumagicI  [ext  ISO] 
Detmiston  Brown.  Asst,  [ext  151] 
Lisa  Deutsch.  Asst  [ext  152] 


To  contact  us  via  e-mail, 
please  use  first  name  with  last  initial 
@mediainfo.com 
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He  resents 
slap  at  PR 

Re:  “Business  sleuthing:  the  Web  has 
the  dirt”  (Dec.  19,  p.  23).  I  take  offense  at 
Charles  Bowen’s  statement  that  “no  one 
really  expects  a  company’s  publicist  to 
give  you  a  complete  and  accurate  assess¬ 
ment  of  market  share,  earning  projections, 
or  the  effect  recent  legislation  might  have 
on  the  company.” 

Of  course,  as  “a  30-year  veteran  of 
newspapers,”  Bowen  probably  views  it  as 
a  badge  of  honor  that  he’s  offended  a  com¬ 
pany  publicist.  However,  what  he’s  sug¬ 
gesting  is  that  company  spokespeople 
such  as  myself  frequently  peddle  incom¬ 
plete  and  inaccurate  information.  That 
simply  is  untrue. 

Unfortunately,  many  journalists  who 
write  for  the  nation’s  business  sections 
know  little  about  how  businesses  operate 
—  including  newspaper  businesses.  Few 
know  how  to  read  an  annual  report  or  a 
quarterly  financial  statement.  And  even 


50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Jan.  29, 1949 

Newspapermen  are  divided  over  the 
Detroit  official’s  demand  that  journal¬ 
ists  forswear  communist  ties  in  order  to 
get  a  press  pass. 

“I  see  no  reason  why  a  loyal  citizen 
should  refuse  to  say  under  oath  that  he 
is  loyal,”  says  Detroit  News  editor  W.S. 
Gilmore. 

“If  anyone  ever  tried  that  in  Cleve¬ 
land,”  says  Cleveland  Press  editor  Louis 
B.  Seltzer,  “Holy  hell  would  be  raised 
so  fast  and  in  so  many  places  they 
would  wonder  if  a  Bikini  bomb  had 
been  dropped  along  the  lakefront.” 

Detroit  police  commissioner  Harry  S. 
Toy  took  the  extraordinary  move  be¬ 
cause  of  “the  dangers  we  face  from 
Communists  and  Communist  sympa¬ 
thizers  in  our  midst”  —  dangers  he 
refused  to  disclose  for  “security  consid¬ 
erations.”  Those  who  refuse  to  sign 
would  get  a  specially  marked  press  pass 
and  limited  access  to  records. 

“I  do  not  question  the  loyalty  of  the 
great  majority  of  Detroit  newspapermen,” 
Toy  says,  “But  I  know  some  whose  loyal¬ 
ty  is  doubtful.  All  I  want  to  do  is  get  some 
of  this  latter  group  on  record. 


fewer  understand  what  company  offi¬ 
cials  can  and  can’t  say  under  rules  set 
forth  by  the  Securities  and  Exchange 
Commission. 

If  company  publicists  sound  cautious, 
it’s  often  because  they’ve  been  “burned” 
by  reporters  who  have  misinterpreted  data 
they  didn’t  understand  in  the  first  place. 
Don’t  believe  me?  Poll  your  newsroom 
colleagues  and  ask  how  many  have  busi¬ 
ness  degrees  or  ever  took  a  business 
course  in  college.  Better  yet.  ask  if  any 
have  ever  held  a  job  outside  the  news¬ 
room,  not  counting  summers  scooping  ice 
cream  as  a  teenager. 

I’m  sure  it’s  an  ego  boost  for  business 
reporters  to  see  themselves  as  private  detec¬ 
tives,  but  1  don’t  recall  Sherlock  Holmes 
ever  relying  on  a  computer  to  solve  a  case. 

Sure,  the  Internet  has  gobs  of  informa¬ 
tion,  but  what  good  is  it  if  you  don’t  know 
what  you’re  looking  at?  On  Baker  Street 
or  Wall  Street,  you  need  more  than  a 
high-tech  magnifying  glass  to  know 
whether  you’re  looking  at  a  clue  or  just 
another  red  herring. 

Jack  Evans 

manager/corporate  communications, 
Alaska  Airlines, 
Seattle,  Wash. 

WAPC  is  bad  rep 
for  councils 

Over  the  years,  1  have  noticed  that  E&P 
was  less  hostile  to  press  councils  than  nor¬ 
mal  in  the  U.S.  media  world.  In  your 
issues  of  Oct.  17  (“World  press  ethics 
code  advances,  despite  protests,”  p.  14) 
and  Oct.  24  (“Debate  over  world  news 
ethics  code,”  p.  11)  issues,  you  covered 
the  debate  over  the  “world  news  ethics 


code,”  which  David  Flint,  chairman  of  the 
World  Association  of  Press  Councils 
(WAPC)  was  advocating. 

For  one  thing,  I  am  surprised  that  you 
included  Claude  Moisy’s  silly  remark  that 
the  code  was  “wrong  in  principle,  impos¬ 
sible  to  formulate  and  impossible  to 
apply.”  Surely  you  are  aware  of  the  code 
drafted  and  adopted  years  ago  by  the 
International  Federation  of  Journalists. 

But  that  is  not  my  point.  What  is  basi¬ 
cally  wrong  is  that  the  WAPC,  which 
champions  the  idea  of  a  world  code  and 
world  press  council,  in  no  way  represents 
the  world’s  genuine  press  councils,  mean¬ 
ing  councils  clearly  independent  from 
government.  Only  10  out  of  .some  32  have 
joined  it  —  and  six  of  its  members  are 
clearly  not  independent,  like,  for  instance, 
the  “Supreme  Press  Council”  of  Egypt, 
where  press  freedom  is  a  foreign  notion. 

The  concept  of  a  press  council  is,  I 
believe  after  studying  it  for  many  years,  a 
great  idea  —  because  it  is  very  democrat¬ 
ic.  But  for  decades,  it  has  had  to  wage  a 
battle  against  prejudice  and  the  media’s 
refusal  to  accept  accountability. 

Please  understand  that  the  WAPC  is 
threatening  the  survival  of  press  councils. 

Claude-Jean  Bertrand 
professor,  French  Press  Institute, 
Paris.  France 

Correction 

The  report  last  week  about  the  death 
of  Eugene  S.  Pulliam 
(E&P,  Jan.  23,  p.  8)  mis¬ 
takenly  included  the  pic¬ 
ture  of  his  father,  Eugene 
C.  Pulliam.  Eugene  S. 
Pulliam  is  pictured  at  left 
in  a  1975  photo. 
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A.H.  BELO 

JANICE  E.  BRYANT  to  vice  presi¬ 
dent/controller  at  the  Dallas,  Texas-based 
Belo  Corp.,  from  controller. 

AMERICAN  LAWYER  MEDIA 

SANFORD  MORSE  to  vice  president, 
editor  and  chief  of  the  new  information 
services  unit,  to  be  based  in  Washington, 
D.C.,  and  New  York  City,  from  executive 
editor  of  the  legal  information  services 
division  of  the  Bureau  of  National  Affairs 
Inc.  in  Washington. 

ASNE 

SCOTT  BOSLEY  to  executive  direc¬ 
tor  of  the  American  Society  of  News¬ 
paper  Editors,  Reston,  Va.,  from  product 
development  with  Knight  Bidder’s  cor¬ 
porate  staff  in  Washington,  D.C.  He  takes 
over  July  1. 

ASIAN  WALL  STREET  JOURNAL 

CONOR  McCabe  to  deputy  adver¬ 
tising  sales  director  at  the  Hong  Kong- 
based  sister  to  The  Wall  Street  Journal, 
from  regional  director  of  Asia  Business 
News,  where  he  helped  coordinate  the 


SCOTT  BOSLEY 
.\SNE 


RANDY  TRAHAN 
NEW  ORLEANS 
TtMESPtCAYUNE 


^  I  III 


1  sunny  \\ 


Clarence  Pennington  and  T.D.  Griley 

have  agreed  to  sell 

Fostoria  (OH)  Review  Times 

(7, 100  daily  circulation) 

to 

Findlay  Publishing  Co. 

We  are  proud  to  have  represented 
Clarence  Pennington  and  T.D.  Griley 
in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  8750I  TEL:  505.82O.27OO  FAX:  505.82O.290O 

E-mail:  i  nfo@>di  r  ks  van  essen  .com  http://www.dirksvanessen.com 
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KELLY  ROSE 
NEW  ORLEANS 
TtMESPtCAYUNE 


JOHN  ULLMANN 
WORLD  PRESS 
INSTITUTE 


sales  team  during  its  merger  with  CNBC 
and  move  to  London. 

THE  ASSOCIATED  PRESS 

MIKE  FEINSILBER  to  assistant 
chief  of  the  Washington  bureau,  from 
.senior  writer. 

DENVER  POST 

JIM  M.  WALL  to  general  manager  and 
executive  vice  president,  from  president 
and  CEO  of  New  England  Newspapers 
Inc.  in  Pittsfield,  Mass. 

DISPATCH  PRINTING  CO. 

MICHAEL  F.  CURTIN  to  president 
of  The  Columbus  (Ohio)  Dispatch,  in 
addition  to  his  current  titles  as  associate 
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publisher  and  editor.  As  president,  he  suc¬ 
ceeds  JOHN  F,  WOLFE,  who  remains 
chairman,  publisher,  and  CEO. 

MARK  A.  EVANS  to  senior  vice  pres¬ 
ident,  human  resources,  from  director  of 
human  resources. 

JAMES  H.  GILMOUR  to  senior  vice 
president,  chief  financial  officer,  from 
vice  president,  treasurer,  and  chief  finan¬ 
cial  officer. 

EDWARD  D.  GOODYEAR  to  trea¬ 
surer,  from  assistant  treasurer. 

FLOYD  V.  JONES  to  senior  vice  pres¬ 
ident  of  operations,  from  vice  president 
operations. 

EVANSVILLE  COURIER  &  PRESS 

JAMES  DERK  to  new  media  editor  at 
the  Indiana  paper,  from  computer 
research  editor. 

JOURNAL  REGISTER  CO. 

SUSAN  FEDORZYN  to  corporate 
director  of  information  systems  at  Journal 
Register  Co.  in  Trenton.  N.J.,  from  site 
director  at  the  former  Auction  Universe, 
Yalesville,  Conn. 

BRUCE  HOLLOWS  to  director  of 
planning  and  development,  from  vice 
president  operations/business  develop¬ 
ment  at  Arista  Marketing/The  Peer 
Group  in  Edison,  N.J. 

ALLEN  J.  MAILMAN  to  senior  vice 
president,  technology,  from  vice  presi¬ 
dent,  technology. 

LOS  ANGELES  TIMES 

KARLENE  GOLLER  to  vice  presi¬ 
dent  in  the  legal  department  of  the  Los 
Angeles  Times,  from  deputy  general 
counsel. 

KIM  McCLEARY  LA  FRANCE  to 
vice  president  of  project  management, 
from  director  of  project  management. 

MORRIS  COMMUNICATIONS 

STAN  W.  PITLO  to  publisher  of  The 
Peninsula  Clarion  in  Kenai,  Alaska,  from 
general  manager. 

OMAHA  WORLD-HERALD  CO. 

JIM  JOHNSON  to  security  adminis- 
www.mediainfo.com 
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trator  of  the  Omaha  World-Herald  Co.  in 
Nebraska,  from  information  systems  man¬ 
ager  in  its  information  technology  group. 

SAN  FRANCISCO  NEWSPAPERS 

JERRY  K.  HILL  to  director  of  circu¬ 
lation  strategic  planning  for  the  San 
Francisco  Newspaper  Agency,  from  cir¬ 
culation  director  at  the  Marin  Indepen¬ 
dent  Journal,  Novato,  Calif. 

STATESMAN  JOURNAL 

EVERETT  J.  MITCHELL  II  to 

executive  editor  of  the  Salem.  Ore.-based 
Statesman  Journal,  from  managing  editor 
at  The  News  Journal,  Wilmington,  Del. 

THE  SUN 

TIM  PRUNTY  to  assistant  foreman 
for  Sun  Park  in  Baltimore,  Md.,  from 
crew  chief  of  packaging  operations  at  The 
Charlotte  (N.C.)  Ohserxer. 

STEPHEN  SEIDL  to  director  of 
packaging,  from  director  of  prepress  for 
the  Harte-Hanks  shoppers  in  Southern 
California. 

STEPHANI  VERNI  to  creative  ser¬ 
vices/production  manager  in  the  marketing 
communications  department,  from  director 
of  publishing  with  the  Baltimore  Orioles. 

TIMES-PICAYUNE 

JOANN  CHIASSON  to  real  estate 
advertising  manager  at  The  Times- 
Picayune  in  New  Orleans,  from  classified 
advertising  manager. 

KELLY  ROSE  to  manager  of  adver¬ 
tising  sales,  from  retail  ad  manager. 

(iREKi  SMITH  to  assistant  ad  director, 
from  manager  of  advertising. 

RANDY  TRAHAN  to  classified  ad 
director,  from  assistant  ad  director. 

ALEX  WIMBERLY  to  automotive  ad 
manager,  from  general  ad  manager. 

WASHINGTON  POST 

DAVID  VON  DREHLE  to  reporter  on 
the  national  staff,  from  head  of  the  style 
section,  where  he  is  succeeded  by 
EUGENE  ROBINSON,  previously 
foreign  editor. 

WASHINGTON  TIMES 

RICHARD  H.  AMBERG  JR.  to 

vice  president  and  general  manager  of 
the  Washington  Times,  from  general 
manager  of  The  Free  Lance-Star  in 
Fredericksburg,  Va. 

WORLD  PRESS  INSTITUTE 

JOHN  ULLMANN  to  executive 
director,  ba.sed  at  Macalester  College  in 


by  Joanne  Messina 


St.  Paul,  Minn.  He  is  a  former  professor 
of  journalism  at  the  University  of  Florida 
and  University  of  Minnesota. 


EiSfP  OBITUARIES 


DAVID  BELIN,  70,  co-owner  of  The 
Daily  Tribune  in  Ames,  Iowa,  and  assis¬ 
tant  council  to  the  Warren  Commission 
beginning  in  1964,  died  Jan.  17.  He  had 
most  recently  been  senior  partner  in  the 
Des  Moines  law  firm  Belin  Lamson 
McCormick  Zumbach  Flynn. 

GORDON  H.  COE,  82,  former  man¬ 
aging  editor  at  the  old  Chronicle  in 
Spokane,  Wash.,  died  Jan.  16  of  compli¬ 
cations  from  a  stroke.  He  lead  the 
paper’s  coverage  of  the  “South  Hill 
rapist”  —  and  ran  a  hot  line  for  tips  — 
until  his  son  was  charged  with  several  of 
the  attacks  in  1981,  after  which  he 
retired.  His  son  was  convicted  on  four 
rape  counts  and  his  wife  was  convicted 
of  conspiracy  in  a  failed  plot  to  murder 
her  son’s  Judge  and  prosecutor. 

BELMONT  EARL  FOSTER,  89,  a 
photo  editor  for  30  years  for  The 
Associated  Press  in  Washington  and  New 
York,  died  Jan.  10  of  respiratory  compli¬ 
cations  due  to  cancer.  He  started  in  Jour¬ 
nalism  as  a  reporter  at  the  Rutland 
Herald  in  Vermont  and  Joined  AP  two 
years  later. 

(iLENN  HAGE.  84,  former  publisher 
of  the  Reedley  Exponent  and  Sanger 
Herald  in  California,  died  Dec.  14  of  car¬ 
diovascular  disease.  He  began  his  career 
at  the  old  Hector  Mirror  as  the  youngest 
editor  in  the  state  of  Minnesota.  He  was  a 
co-owner  of  the  weekly  Renville  (Minn.) 
Star  Farmer  in  the  1940s  and  acquired 
several  other  weekly  papers,  until  his 
brief  departure  from  the  industry  in  1968 
to  Join  a  Minnesota  state  agency. 

EVELYN  LIVINGSTON,  86,  a  fash¬ 
ion  editor  and  writer  for  the  Chicago 
Tribune  for  21  years,  died  Jan.  11.  She 
was  responsible  for  broadening  the 
Tribune's  fashion  coverage  and  invigorat¬ 
ing  fashion  layouts  for  its  magazine.  She 
retired  —  and  became  editor  of  North 
Shore  magazine  in  1 980. 

JIM  MAHONY,  81,  a  reporter  and 
editor  at  The  Morning  Journal  in  Loraine, 
Ohio,  for  63  years,  died  Jan.  7.  He  began 


writing  “Mahony’s  Memos”  in  1960  and 
continued  to  produce  the  popular  column 
until  last  year.  He  started  at  the  Journal  as 
a  sportswriter  after  high  school.  Through 
the  years,  he  moved  from  sports  editor  to 
city  editor  to  news  editor. 

R.  STANFORD  MANNING,  79,  pub¬ 
lisher  of  the  old  San  Clemente  Daily  Sun/ 
Post  for  20  years,  died  Jan.  6.  After  the 
newspaper  was  bought  by  The  Orange 
County  Register  in  1993,  he  became  pub¬ 
lisher  emeritus  and  continued  to  write  a 
column.  He  and  his  wife  owned  the  weekly 
Carlsbad  Journal  until  1970. 

ALVIN  M.  SILVERMAN,  87,  former 
Washington  bureau  chief  of  Cleveland’s 
The  Plain  Dealer,  died  of  heart  failure.  He 
started  at  the  paper  as  a  sportswriter  before 
progressing  to  political  columnist,  city  edi¬ 
tor,  and  statehouse  correspondent.  He 
started  a  public  relations  firm,  the  Pearl- 
Silverman  Agency,  and  wrote  a  book,  “The 
American  Newspaper,”  in  1965. 

SAMMY  SOLOVITZ,  71,  perhaps 
the  most  influential  copyboy  in  newspaper 
history,  died  Jan.  12  in  Houston.  The  New 
York  Times  eulogized  him  in  an  obituary 
by  Michael  T.  Kaufman  as  a  “wise¬ 
cracking.  hard-living  mentor  to  generations 
of  copyboys”  at  the  Times.  In  a  41 -year 
career  at  the  paper,  Solovitz  ran  a  “news¬ 
room  boot  camp”  that  launched  the 
careers  of  scores  of  successful  Journalists, 
some  who  rose  to  the  top  of  their  field. 
Kaufman  wrote.  Solovitz  was  the  first 
boss  at  the  paper  to  Times  president  and 
CEO  Russell  T.  Lewis;  executive  editor 
Joseph  Lelyveld;  former  managing  editor 
Arthur  Gelb;  and  Time  Inc.  editor  and 
chief  Norman  Pearlstine. 

ROBERT  S.  VAN  FLEET,  80,  former 
managing  editor  of  the  Middletown.  N.Y., 
Times  Herald-Record  and  vice 
president/news  .services  of  Ottaway 
Newspapers  in  Campbell  Hall,  N.Y.,  died 
of  pancreatic  cancer.  An  AIDS  activist 
and  essayist,  he  was  involved  in  a  number 
of  civic  causes. 

LUTHER  FRANCIS  YANCEY  JR., 
85,  an  editorial  artist  at  The  Boston 
Globe  in  the  1960s  and  1970s,  died  Dec. 
21.  He  covered  World  War  II  for  the 
Afro  American  newspaper  in  Baltimore 
and  spent  so  much  time  with  the  famed 
black  pilots  known  as  the  Tuskegee 
Airmen  that  they  later  made  him  an  hon¬ 
orary  member. 
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BY  MARK  FITZGERALD 


The  Newspaper  Guild 
turns  65  in  a  changed 
industry.  Are  its  best 
years  behind  it?  -  ^ 


At  age  65,  is  it  time  for  the 
Newspaper  Guild  to  retire? 

.  Certainly  significant  numbers  of 
its  former  members  seem  to  think  so.  In 
the  1990s,  the  Guild  has  been  decertified 
at  The  Record  in  Stockton,  Calif.;  The 
News  Tribune  in  Tacoma,  Wash.;  the 
Great  Falls  (Mont.)  Tribune',  and  the 
Lansing  (Mich.)  State  Journal.  Just  last 
June,  the  Guild  was  booted  out  of  The  San 
Diego  Union-Tribune  after  a  bitter  decer¬ 
tification  campaign.  The  378,0(X)-circula- 
tion  paper  had  been  the  10th  largest  in  the 
union’s  fold  and  a  Guild  unit  for  61  years. 

Guild  membership,  which  reached  a 
record  34,189  in  1990,  is  drifting  back  to 
its  decades-long  flat  line  pattern.  Since 
1960,  membership  has  remained  about 
32,0(X);  last  year  it  was  31,052. 

Unionized  journalists  never  wielded  the 
power  of  circulation  drivers  or  even  pro¬ 
duction  workers  during  labor  disputes,  but 
in  recent  years,  the  Guild  has  seemed  par¬ 
ticularly  enervated. 

During  the  strike  at  Detroit’s  two  daily 
newspapers,  for  instance,  2,000  produc¬ 
tion  workers  walked  off  their  jobs,  and 
fewer  than  20  crossed  the  picket  line. 
Among  Guild  strikers,  however,  about 
half  of  the  Guild  members  in  the  Detroit 
Free  Press  newsroom  returned  to  work 
within  a  few  weeks,  and  some  crossed  the 
picket  lines  within  24  hours  of  the  strike. 

The  effect  Detroit  had  on  bargaining  at 
other  Guild-organized  newspapers  was 
quickly  apparent  from  the  low-key  con¬ 
tract  talks  at  units  that  had  won  reputa¬ 
tions  for  cantankerousness,  such  as  The 
Plain  Dealer  in  Cleveland  and  the 
Chicago  Sun-Times. 

Management-side  labor  attorneys  who 
had  warned  publishers  in  1995  that  the 
Guild  could  be  strengthened  by  its  coming 
merger  into  the  huge  Communications 
Workers  of  America  (CWA)  union  now 
say,  more  than  a  year  after  the  merger  was 
completed,  that  nothing  has  changed. 

“Certainly  they’re  weaker.  I  don’t  think 
anyone  can  dispute  that,”  says  Bob 
Ballow,  principal  in  the  management-side 
Nashville  law  firm  King  &  Ballow. 
“They’re  weaker  this  year,  and  they  are 


the  newspaper  industry  is:  Can  the 
Newspaper  Guild  survive?  And  if  it  can, 
does  it  matter? 

Guild  leaders  say  the  union  is  actual¬ 
ly  in  better  shape  than  it  has  been  for  a 
long  time. 

“I  feel  like  our  organization  is  stronger, 
more  vibrant,  than  it’s  ever  been,”  says 
Guild  president  Linda  K.  Foley.  “We  are 
rapidly  becoming  one  of  the  unions  that  is 
adapting  —  as  far  as  we  can  —  to  the 
changes  happening  in  our  industry.  Not 
just  from  a  technological  standpoint,  but 
from  an  employee  standpoint. 

“Our  merger  with  the  CWA  has  revital¬ 
ized  us,”  she  adds.  “It’s  very  difficult  to 
put  into  words  what  that  has  done  for  us. 
We  have  resources  available  to  us  that  we 
have  never  had  in  the  union’s  history. 


not  as  weak  as  they  will  be  next  year.” 

“I  keep  thinking  the  pendulum  is  going 
to  swing  back,  but  I  haven’t  seen  much 
evidence  of  it  in  the  last  year,”  says  anoth¬ 
er  management-side  attorney  who  insisted 
on  anonymity. 

The  last  couple  of  decades,  of  course, 
have  not  been  good  ones  for  unions  in 
general.  Just  last  week,  the  U.S.  Bureau  of 
Labor  Statistics  released  figures  showing 
the  percentage  of  unionized  workers  at 
private  businesses  had  fallen  to  a  post- 
World  War  11  record  low  of  9.5%.  And  the 
Guild  is  not  the  only  skittish  newspaper 
union.  In  1998,  there  was  not  a  single 
strike  called  at  any  paper  by  any  union, 
according  to  Newspaper  Association  of 
America  statistics. 

Given  all  that,  the  question  for  some  in 
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There  is  a  renewed  vigor,  a  renewed 
activism  at  all  levels  of  the  union.” 

It’s  no  surprise  that  Guild  leaders  should 
feel  that  way.  What  is  surprising  is  that 
they  can  make  a  plausible  case  that  the 
Guild  is  going  through  the  kind  of  restruc¬ 
turing  the  newspaper  industry  at  large  had 
to  go  through  to  regain  its  current  health. 

For  amid  the  Guild’s  well-publicized 
problem  are  some  overlooked  —  but 
striking  —  success  stories. 

The  Guild,  for  instance,  is  proving  adept 
at  unionizing  online  newspapers,  often 
without  much  of  a  fight  and  almost  always 
without  having  to  go  through  a  representa¬ 
tion  election.  Online  staff  have  been  added 
to  Guild  units  at  more  than  a  dozen  news 
organizations,  including  The  Associated 
Press;  Chicago  Sun-Times-,  The  Denver 


Post-,  Denver  Rocky  Mountain  News', 
Memphis,  Tenn.,  Commercial  Appeal',  San 
Jose  (Calif.)  Mercury  News',  Portland 
(Maine)  Press  Herald',  Milwaukee  Journal 
Sentinel',  and  the  Pittsburgh  Post-Gazette. 

Last  summer,  the  Guild  added  the 
Providence  (R.I.)  Journal-Bulletin's  Web 
service  (www.projo.com),  after  a  protract¬ 
ed  fight  that  lasted  four  years  and  included 
two  unfair  labor  complaints  and  a  Guild 
loss  at  the  regional  labor  board  level. 

“The  lion’s  share  of  those  battles  have 
been  fought  and  won.”  says  Eric  D.  Geist, 
the  Guild’s  director  of  field  operations. 

Now  the  Guild  is  undertaking  its  most 
ambitious  new  media  project  yet  —  orga¬ 
nizing  the  thousands  of  “temporary” 
software  workers  at  Microsoft  (see  side- 
bar  on  p.  3 1 ). 


At  the  same  time,  the  Guild  is  begin¬ 
ning  to  have  some  modest  success  in  orga¬ 
nizing  those  equivalents  at  newspapers. 

“We  are  organizing  new  groups  of 
workers,  some  of  whom  we  wouldn’t  even 
have  thought  of  organizing  a  few  years 
ago  because  of  their  situations,  such  as 
freelancers  or  correspondents  or  project 
workers,”  Foley  says. 

Last  summer,  the  100  stringers  em¬ 
ployed  part-time  by  The  Philadelphia 
Inquirer  ratified  a  first  contract  that  took 
more  than  four  years  of  negotiations  to 
achieve. 

Those  long  negotiations  are  not  the 
only  example  of  the  Guild’s  tenacity  pay¬ 
ing  off.  Consider  the  Guild’s  battle  with 
the  six-paper  Alameda  Newspaper  Group 
(ANG)  owned  by  William  Dean  Single- 
ton.  Way  back  in  1987,  the  Guild  won  a 
union  representation  election  ai  the 
Northern  California  papers,  but  they  could 
never  get  a  first  contract.  As  the  years 
went  on.  it  looked  like  they  never  would 
reach  agreement  with  Singleton,  a  chain 
publisher  historically  resistant  to  unions. 
Yet  this  Augu.st,  ANG  and  its  200  news¬ 
room  employees  signed  an  agreement. 

The  rest  of  the  story,  however,  is  what 
kind  of  contract  the  Guild  signed. 

Instead  of  a  traditional  graduated  wage 
.scale  based  on  experience,  the  ANG  con¬ 
tract  creates  a  “merit  pool”  for  increases 
and  mandates  only  that  the  median  salary 
of  employees  is  increased  by  1%  in  each 
of  the  first  two  years  and  2%  in  the  final 
year  of  the  contract. 

It’s  the  kind  of  contract  that  would 
likely  have  been  rejected  by  the  Guild’s 
international  headquarters  not  so  many 
years  ago. 

“We’re  looking  more  at  what  employees 
think  is  important.”  the  Guild’s  Geist  says 
of  the  Alameda  agreement.  “But  remem¬ 
ber,  a  lot  of  protections  come  with  a  union 
contract,  and  you  can  build  on  that.” 

Bargaining  has  come  to  resemble  the 
Thirty  Years’  War  at  several  of  the  Guild’s 
biggest  units  around  the  country,  includ¬ 
ing  The  Washington  Post,  San  Jose 
Mercury  News,  The  Monterey  County 
(Calif.)  Herald,  and  The  Patriot-News  in 
Harrisburg,  Pa.  Though  negotiations  have 
barely  started  at  the  Baltimore  Sun,  they 
already  look  to  be  long  and  drawn  out. 

And,  of  course,  there  is  no  Guild  con¬ 
tract  in  Detroit  three  and  a  half  years  after 
the  strike  began,  and  nearly  two  years 
after  the  unions  there  unconditionally 
offered  to  return  to  work. 

“1  think  it’s  wrong  to  assume  the  union 
took  a  licking  in  Detroit,”  says  Geist. 
“Now,  nobody  wants  that  situation  again, 
but  I  think  everybody  sees  what  a  loser 
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that  was  for  the  news¬ 
papers  and  for  its  prof¬ 
its  and,  of  course,  for 
the  workers. 

“I  think  it’s  been  a 
lesson  for  everybody.  I 
think  it’s  made  every¬ 
body  think  twice  — 
people  like  Singleton 
and  the  chains,  every¬ 
body  —  about  bargain¬ 
ing  like  that.” 

In  many  cases,  it  is 
the  newspapers  which 
are  responsible  for  the 
slow  pace  of  negotia¬ 
tions.  As  chains  con¬ 
solidate,  they  are  in¬ 
creasingly  insisting  on 
negotiating  from  the 
corporate  level. 

Guild  bargainers  at 
Thomson  Newspapers’ 

The  Sheboygan  (Wis.) 

Press  had  to  work 
around  the  schedule  of 
one  corporate  negotia¬ 
tor,  says  David  Gal- 
lianetti,  a  Press  re¬ 
porter  and  chairman  of 
the  Guild  unit.  The 
chain  brought  a  deter¬ 
mined  style  to  the 
table,  he  says. 

“The  relationship 
was  always  pretty  pos¬ 
itive.  It  just  seems  like 
things  are  so  adversarial  now,”  Gallianetti 
says.  “Bargaining  here  is  going  to  be  a 
much  different  world  than  it  has  been,  and 
we  have  to  get  used  to  it.” 

“A  lot  of  papers  now  do  not  ever  bring 
editors  to  the  table,  which  would  have 
been  the  normal  course  of  events  20  years 
ago,”  says  Luther  Jackson,  executive  offi¬ 
cer  of  the  San  Jose  Newspaper  Guild. 

In  response.  Guild  units  are  forming 
their  own  chainwide  “councils”  to  track 
bargaining  strategies  and  tactics.  The 
union  has  long  had  councils  for  Gannett 
Co.  and  Knight  Ridden  Now  it  has  added 
groups  for  McClatchy  Newspapers, 
Thomson  Newspapers,  the  Journal  Reg¬ 
ister  Co.,  and  Singleton’s  groups. 

“Since  the  responses  we  are  getting 
from  the  chains  are  more  uniform,  you 
will  see  our  responses  become  more  uni¬ 
form,”  union  president  Foley  says.  “We  do 
know  when  Singleton  comes  into  a  news¬ 
paper  situation,  he’s  looking  for  cost  sav¬ 
ings.  We  know  that  is  going  to  happen, 
and  we  know  how  to  respond  to  it,  or  at 
least  we  are  learning  how  to  respond  to  it.” 

The  Guild  is  also  bringing  nontradition- 


al  partners  into  its  bargaining.  During  the 
Detroit  strike  and  continuing  even  now, 
the  Guild  and  the  five  striking  production 
unions  found  they  could  bring  substantial 
pressure  to  bear  on  Gannett  and  Knight 
Ridder  through  coalitions  with  the  clergy. 
At  one  demonstration  during  the  strike, 
the  Roman  Catholic  archbishop  of  Detroit 
joined  other  religious  figures  in  a  sit-in  in 
front  of  The  Detroit  News  building.  He 
was  arrested  along  with  more  than  a  dozen 
others  at  the  protest. 

The  Guild  is  taking  a  similar  route  in 
negotiations  with  Knight  Ridder  papers  in 
the  San  Francisco  Bay  area. 

“You  cannot  organize  an  interfaith  com¬ 
mittee  just  for  you.  People  see  through 
that.  But  the  links  we’ve  made  with  our 
religious  council  are  something  that  will 
serve  us  not  only  now  but  for  the  long¬ 
term,”  says  Luther  Jackson,  executive  offi¬ 
cer  of  the  San  Jose  Newspaper  Guild. 

Still,  management-side  labor  negotia¬ 
tors  have  their  own  complaints  about  the 
Guild’s  bargaining  style.  “Despite  the 
merger  with  the  CWA,  I  still  see  pretty 
much  the  same  faces”  negotiating  con¬ 


tracts,”  says  L.  Michael 
Zinser  of  the  Nashville 
firm  Zinser  &  Patterson. 

Whatever  the  reason 
for  the  pace,  as  negotia¬ 
tions  drag  on,  the  pres¬ 
sure  on  the  Guild  to 
show  something  for  it 
increases  as  well. 

“One  of  the  reasons 
unions  are  in  trouble  is 
that  a  lot  of  people  feel  a 
union  can’t  do  them 
much  good  anymore,” 
says  Ray  Hilgert,  pro¬ 
fessor  of  labor  relations 
at  Washington  Univer¬ 
sity  in  St.  Louis. 

That  has  been  a  pow¬ 
erful  argument  for  Guild 
opponents.  At  Michi¬ 
gan’s  Lansing  State 
Journal,  for  instance,  the 
organizers  of  the  de¬ 
certification  petition  ar¬ 
gued  that  the  Guild  was 
a  hindrance  to  increasing 
pay  and  working  condi¬ 
tions.  In  San  Diego,  the 
narrow  majority  that 
decertified  the  union  last 
summer  hammered  on 
the  point  that  the  Guild 
had  not  managed  to  win 
a  contract  since  1995, 
nor  a  contractual  raise 
since  1991.  The  top  min¬ 
imum  wage  of  $832  a  week,  or  $43,300  a 
year,  for  journalists  with  six  or  more  years 
of  experience  no  longer  seemed  like  much 
of  an  achievement  by  1 998. 

“The  truth  of  the  matter  is,  it’s  really 
easier  to  get  rid  of  a  union  than  it  is  to 
keep  one,”  says  Bob  Ballow,  whose  law 
firm  advised  Copley  Newspapers  during 
the  decertification  campaign. 

It’s  no  easier  to  organize,  although  that 
is  the  Guild’s  most  urgent  priority. 

“Organizing  has  become  very  different 
over  the  past  10  to  15  years.  Employers 
have  been  willing  to  spend  more,  to  spend 
whatever  it  takes  to  stop  organizing 
efforts,”  says  Geist. 

Another  challenge  is  the  very  nature  of 
the  work.  “One  thing  working  against  the 
Guild  is  that  newspapers  are  really  pretty 
good  places  to  work  in  their  markets,  in 
terms  of  pay  and  conditions,”  says  man¬ 
agement-side  attorney  Zinser. 

“This  isn’t  like  strawberry  workers;  this 
isn’t  like  migrant  farmers,”  president  Foley 
says.  “We  do  work  in  white-collar  condi¬ 
tions,  so  I  don’t  know  that  people  are  ever 
going  to  cry  out,  ‘Organize  us.’” 
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Guild  targets 
Microsoft 

by  Mark  Fitzgerald 

The  future  of  the  Newspaper  Guild  may 
well  be  symbolized  by  a  session  held 
on  Jan.  28  at  the  King  County  Labor 
Temple  in  Seattle. 

Unlike  the  many  union  meetings  held  in 
the  storied  building  so  central  to  Washington 
state’s  turbulent  labor  history,  nobody  sang 
“Solidarity  Forever,”  there  were  no  passion¬ 
ate  denunciations  of  the  bosses,  and  no  strike 
votes  were  taken.  Instead,  there  was  a  group 
of  mostly  young  people  hunched  over  their 
PCs,  studying  Internet  coding. 

“Imagine  that  —  we’re  teaching  mid¬ 
level  JavaScript  at  the  King  County  Labor 
Temple,”  says  Marcus  Courtney,  co¬ 
founder  of  the  Washington  Alliance  of 


Technical  Workers,  or  WashTech. 

Since  August,  WashTech  has  had  yet 
another  name:  Newspaper  Guild/Com¬ 
munications  Workers  of  America  Local 
37083.  And  though  it  is  the  Newspaper 
Guild’s  newest  local,  it  is  undertaking  the 
union’s  most  audacious  mission:  organiz¬ 
ing  the  thousands  of  “temporary”  software 
workers  at  Seattle’s  most  famous  high-tech 
companies,  such  as  Amazon.com,  Boeing 
—  and  Microsoft. 

“People  say,  ‘Are  you  crazy?  The 
Justice  Department  can’t  rein  them  in,  and 
the  Newspaper  Guild  is  going  to  build  an 
organization  at  Microsoft?”’  says  CWA 
vice  president  Larry  Cohen. 

“Yes,  we  are  going  to  organize  a  unit  at 
Microsoft,”  Cohen  continues.  “We  didn’t 
write  off  Gannett  because  it’s  big.  We  did¬ 
n’t  write  off  Knight  Bidder  because  it’s  big. 
And  obviously,  we’re  not  going  to  write  off 
a  big  organization  like  Microsoft.” 


But  what  chance  can  a  union  have  at  Mi¬ 
crosoft,  where  stock  options  have  turned 
engineers,  programmers,  and  even  secre¬ 
taries  into  millionaires?  How  can  a  union 
organize  the  highly  educated,  highly  inde¬ 
pendent-minded  Gen-X ’ers  who  abhor 
hierarchies,  distrust  old  institutions,  and 
have  careers  that  allow  them  to  write  their 
own  tickets?  “That’s  the  great  myth,  that 
everybody  is  willing  to  work  huge  hours 
because  they  are  ready  to  cash  in  their 
stock  options,”  says  WashTech’s  Courtney. 
“The  reality  is  that  most  employees  are 
getting  middle-class  pay.  They  have  no  job 
security.  There  are  no  stock  options.  There 
is  no  real  paid  vacation.  And  they  don’t  get 
the  Microsoft  health  insurance  plan.” 

In  fact,  at  any  given  time  as  many  as 
6,000  of  the  19,000  people  designing,  writ¬ 
ing,  and  debugging  Microsoft  products  do 
not  actually  work  for  the  $15  billion  soft¬ 
ware  giant  at  all.  Though  they  may  report 


to  work  at  the  campus  in  suburban 
Redmond  for  months  or  longer,  they  are 
considered  the  cyberspace  version  of  Kelly 
Girls,  working  out  of  dozens  of  high-tech, 
temp  employment  agencies,  such  as  Volt, 
S&T  Online,  and,  yes,  Kelly  Temporary 
Services.  Microsoft  refers  to  them  official¬ 
ly  as  “contingent  staff.” 

These  software  nomads  have  picked  up 
other  names  at  Microsoft  through  the 
years.  Sometimes  they  are  called  “a-dash- 
es,”  a  reference  to  the  agency  name  incor¬ 
porated  into  their  e-mail  addresses. 
Sometimes  they  are  called  “the  Orange 
Badge  People”  to  distinguish  them  from 
full-time  Microsoft  employees  who  wear 
blue-colored  company  IDs.  But  whether 
they  work  for  Microsoft  or  some  other 
high-tech  outfit  in  Washington  state’s 
Silicon  Forest,  these  computer-age  gypsies 
are  probably  best  known  as  “permatemps.” 

Aside  from  the  stock  options,  perma¬ 
temps  say  they  are  reminded  almost  daily 
in  some  small  and  grating  ways  that  they 
are  different  from  the  Microsoft  employees 
on  their  project  team.  Permatemps  cannot 
play  on  the  company’s  softball  teams.  They 
cannot  attend  the  company  Christmas 
party  or  the  elaborate  “ship  parties”  that 
celebrate  the  launching  of  new  products. 

“It’s  a  caste  society,”  Courtney  says  flatly. 

Microsoft  counters  that  they  are  the  vic¬ 
tims  of  myths,  too.  The  exclusion  from 
sports  teams  or  parties,  a  spokesman  says, 
is  simply  an  insurance  matter.  Contingent 
staffers  work  an  average  of  9  months  on 
the  job  —  not  years,  he  adds.  And  30%  of 
Microsoft’s  new  full-time  hires  have  spent 
at  least  some  time  as  temporary  workers. 

Until  he  became  a  full-time  Newspaper 
Guild  organizer  at  WashTech,  Courtney 
was  a  permatemp  at  Microsoft  for  four 
years  and  worked  as  a  test  engineer  debug¬ 
ging  such  products  as  Windows  ’98, 
Network  ’98,  and  Office  2000.  The  longer 
he  worked  as  a  permatemp,  he  says,  the 
“crazier”  the  system  seemed. 

But  he  didn’t  do  anything  about  it  until 
last  winter  when  Washington  state’s  Depart¬ 
ment  of  Labor  and  Industry  changed  the 
way  high-tech  permatemps  get  paid.  Under 
the  new  rule,  software  employees  paid  more 
than  $27.63  an  hour  were  no  longer  eligible 
for  time-and-a-half,  overtime  pay. 

“There  was  a  huge  outcry  from  software 
professionals,”  Courtney  says.  “There  was 
a  spontaneous  e-mail  campaign  against  it. 
And  when  it  went  through,  that  was  really 
the  signal  that  many  of  us  needed.  We  real¬ 
ized  that  when  it  came  to  employee  rights, 
by  being  unorganized,  by  not  having  an 
organized  voice,  we  had  no  power.” 

Together  with  Mike  Blain,  a  former  jour- 
see  Microsoft  on  page  61 


1933  I  The  American  Newspaper  Guild 
is  formed  by  New  York  City 
journalists  dissatisfied  with  their 
wages.  The  union  is  led  by 
Hey  wood  Broun,  a  columnist  for 
The  World. 

1936:  The  Guild  affiliates  with  the 

American  Federation  of  Labor 
and  the  next  year  with  the 
Congress  of  Industrial  Unions. 

1937:  Noneditorial  employees  made 

eligible  for  representation. 

1943:  War  Labor  Board  rules  Guild 

membership  “does  not  impair 
freedom  of  the  press.” 

1951  :  Canadian  unit  established. 

1971  :  Name  changed  to  The  News¬ 
paper  Guild. 

1995:  Agrees  to  merge  with  Communi¬ 
cations  Workers  of  America 
(CWA). 

1997:  Becomes  sector  of  CWA. 

In  Toronto,  Guild  organizes 
‘Bottom  of  the  food  chain’:  Carriers 

by  Mark  Fitzgerald  “1  wouldn’t  be  surprised  if  this  goes 

well  into  the  year,”  says  Jagoda  Pike,  the 
ven  as  the  Newspaper  Guild  tries  to  Star's  vice  president  of  operations/human 
organize  software  programmers  at  resources. 

Microsoft,  its  unit  at  The  Toronto  Star  is  Not  so  long  ago.  Newspaper  Guild  or¬ 
bringing  into  the  union  a  nontraditional  ganizers  in  the  United  States  envied  their 
group  at  the  blue-collar  end  of  the  Indus-  counterparts  in  Canada,  where  federal  and 
try:  carriers.  provincial  labor  laws  put  more  obstacles 

“Newspaper  carriers  are  without  a  in  front  of  employers  than  unions, 
doubt  the  most  exploited  workers  in  the  “It’s  not  that  way  anymore,”  says 
Canadian  newspaper  industry.  They  work  Jeffrey  Bodiucky,  chairman  of  the  Guild 
in  the  dead  of  night  in  all  kinds  of  weath-  unit  at  the  Star.  “It  used  to  be  really  easy, 
er  for  very  little  compensation,”  says  Gail  but  it  has  really  changed  in  the  last  three 
Lem,  national  vice  president  of  media  for  or  four  years,  in  Ontario,  anyway.” 
the  Guild’s  Canadian  parent  union.  The  Star  maintains  that  the  carriers  are 
Communications,  Energy  and  Paperwor-  not  employees  at  all,  but  independent  con¬ 
kers  (CEP)  Union  of  Canada.  tractors.  It  also  maintains  that  if  there 

This  month,  carriers  at  the  Star  voted  should  have  been  an  election  at  all,  it 
787  to  250  to  become  part  of  the  Southern  should  have  included  another  400  carriers 
Ontario  Newspaper  Guild,  SONG/CEP  who  deliver  the  TMC  (total  market  cover- 
Local  87-M.  If  the  vote  is  upheld  by  age)  product. 

Ontario’s  Labor  Board  —  and  it  is  under  Pike  says  the  paper  is  also  challenging 
an  aggressive  challenge  by  the  newspaper  many  of  the  votes  cast  during  the  election 
—  it  would  add  2,000  members  to  the  which  was  held  at  the  paper’s  19  distribu- 
3,(K)0  Star  employees  already  represented  tion  centers. 

by  the  Guild.  “There  were  about  300  people  who 

But  the  road  to  the  representation  vote  showed  up  to  vote  for  whom  we  have  no 
victory  was  not  easy  for  the  Guild,  and  it  record  of  a  relationship  with  us,”  she  says, 
is  by  no  means  assured  that  all  those  peo-  The  Labor  Board  begins  proceedings  on 
pie  will  be  coming  into  the  union  any  the  challenges  Feb.  1 . 
time  soon.  see  Toronto  on  page  61 


Moments  in 
Guild  history 
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•  Speakers  •  Content  •  Issues  •  Technology 
•  Exhibitors  •  Networking  •  Globalism 
•  Convenience  •  Benefits 

Over  the  last  several  months,  we've  been  giving  you  a  litany  of 
Reasons  why  you  should  be  in  attendance  at  Interactive 
Newspapers  '99,  February  17-20,  Hyatt  Regency,  Atlanta,  GA.  Add 
them  all  up  and  we  think  you  will  agree  that  this  -  our  last  and  final 
reason  -  is  on  target; 

Interactive  Newspapers  '99  is  The  Best  Conference  offered  inside 
and  outside  the  industry. 


Pardon  our  editorializing,  but  we  really  believe  we  have  done  our 
research,  checked  and  double-checked  our  information,  have  got¬ 
ten  the  best  expert  sources  and  put  together  a  conference  that 
offers  quality  and  quantity.  See  for  yourself.  Visit  our  Web  site  - 
www.mediainfo.com  -  and  look  at  our  line-up  of  speakers  and  the 
issues  that  they  will  be  addressing.  Where  are  you  going  to  find  a 
conference  that's  better?  That  offers  more?  That  is  all-inconclusive 
of  the  entire  newspaper  industry? 

This  is  the  1 1th  hour.  Register  today,  online  at  our  Web  site  or  by 
telephone,  212-675-4380,  ext.  285.  Or  if  you  have  to,  just  show  up 
in  Atlanta.  We'll  leave  the  lights  on. 


Editor  &  Publisher's  10th  Annual 

INTERACTIVE  NEWSPAPERS  CONFERENCE 

February  17-20,  Hyatt  Resency,  Atlanta,  GA 


Afifino  riool’c  in  flDnUDI^  together  to  purchase  AdOne  — and  qmck- 

HUUIIv  llvQI  O  ICIIIUUI  III  UvllWvl  ly  dismissed  as  an  inconsequential  single 

element  in  the  overall  deal.  Says  Neal 

by  Steve  Outing  That  MediaNews  and  Scripps  are  now  co-  Fondren,  vice  president  of  new  media  for 

owners  of  an  independent  business  is  Scripps,  “In  the  grand  scheme  of  things. 
If  you  are  familiar  with  the  war  extraordinary.  These  are  companies  that,  the  Denver  papers  are  just  two  of  a  few 

between  The  Denver  Post  and  the  Denver  to  put  it  bluntly,  would  be  happy  to  .see  hundred  that  are  involved  in  this  thing.” 

Rocky  Mountain  New’s,  AdOne ’s  purchase  each  other's  Denver  dailies  go  out  of  busi-  Peter  Bernhard,  president  and  CEO  of 

by  five  media  companies  probably  was  a  ness.  Now,  a  user  of  DenverPost.com  will  MediaNews  Technologies,  says  that  being 
bit  of  a  surprise.  The  deal  puts  the  inde-  have  access  via  the  AdOne  interface  used  Joined  in  cyberspace  with  the  News  “will 

pendent  online  classifieds  service  in  the  on  the  Post  site  to  classifieds  from  the  not  change  the  nature  or  local  flavor  of 

hands  of  Post  owner  MediaNews  Group  News.  And  vice  versa.  competition”  between  the  Post  and  News. 

Inc.  and  News  owner  E.W.  Scripps  Co.  According  to  executives  from  both  He  says  the  outcome  will  be  best  for  the 

AdOne ’s  coverage  in  Denver  is  unusu-  MediaNews  and  Scripps,  the  Denver  situ-  consumer,  though  he  admits  that  for  some 
al  in  that  AdOne  contains  the  classifieds  ation  was  discussed  early  on  in  the  nego-  people  at  both  the  Post  and  the  News  it 

of  the  fiercely  competitive  and  AeM’.v.  tiations  to  bring  the  five  companies  “can  be  a  tough  pill  to  swallow.”  Hi 
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Liebeskind  is  a  contributing  writer 
for  Editor  &  Publisher  magazine. 


Advance,  Donrey,  Scripps,  Hearst,  and  MediaNews 
join  together  to  purchase  online  classified  company 


by  Ken  Liebeskind 


runs  them  separately  on  sites  such  as 
Apartments.com  and  cars.com.  AdOne 's 
site,  called  ClassifiedWarehouse.com, 
features  all  13  types  of  classifieds  found 
in  newspapers.  AdOne  is  also  the  official 
classifieds  provider  to  popular  portal 
Lycos,  enabling  it  to  reach  half  of  all 
Internet  users,  according  to  AdOne  pres¬ 
ident  Brendan  Bums. 

George  Irish,  president  of  Hearst,  says 
AdOne  will  be  valuable  because  it  is 
national  and  has  no  exclusivity  clause. 
“It  gives  us  the  opportunity  to  place  clas¬ 
sifieds  nationally  and  not  exclusively 
with  AdOne,”  he  says.  “We  can  continue 
our  involvement  with  other  ventures,  like 
CareerPath.” 

AdOne  will  grow  under  the  new  own¬ 
ership  because  all  the  acquiring  compa¬ 
nies’  papers  will  participate  in  the  site. 
Currently,  only  MediaNews  papers  and  a 
few  from  the  other  chains  participate. 
Bums  says  at  least  100  new  papers  will 
be  added.  “We’re  maintaining  our  inde¬ 
pendence  as  an  autonomous  company,” 
he  says. 

The  acquisition  is  further  proof  of  the 
newspaper  industry’s  interest  in  Internet 
classifieds.  According  to  Irish,  the  indus¬ 
try’s  involvement  is  already  extensive. 
“We  outreach  any  non-newspaper  effort 
by  a  multiple  of  10,”  he  says.  The  fact 
that  newspaper  companies  are  now  band¬ 
ing  together  to  buy  the  sites  is  “becoming 
common,”  Irish  says.  He  foresees  the  day 
when  “every  newspaper  in  the  company 
will  participate  together  in  a  national  site 
so  the  strength  of  the  entire  market  is  evi¬ 
dent  in  one  location  online.” 


AdOne  acnuired  by  five 
newspaper  companies 


The  online  classifieds  business,  which 
is  growing  at  a  fevered  pitch,  accel¬ 
erated  further  last  week  when  five 
newspaper  companies  bought  AdOne 
Classified  Network,  an  online  service  that 
carries  the  classifieds  of  more  than  4(X) 
newspapers.  Advance  Publications,  Donrey 
Media  Group,  E.W.  Scripps  Co.,  Hearst 
Corp.,  and  MediaNews  Group  bought 
AdOne  for  an  undisclo.sed  price  from  its 
numerous  owners,  who  include  Venrock  & 

Associates,  a  venture  arm  controlled  by  the 
Rockefeller  family,  and  Smith  &  Horey,  a 
new  media  venture  capital  company. 

The  new  company,  to  be  called  AdOne 
LLC,  will  challenge  Classified  Ventures 
LLC,  the  Chicago  online  service  owned 
by  eight  other  newspaper  companies. 

“These  five  companies  are  later  to  the 
party  than  Classified  Ventures,”  says 
Charles  Laughlin,  an  analyst  with  Kelsey 
Group,  Princeton,  N.J.  “The  idea  is  they 
need  national  scale  to  fend  off  competi¬ 
tion  from  the  verticals.  Yahoos,  and  oth¬ 
ers.  Classified  Ventures  has  achieved 
national  scale,  so  these  players  are  trying 
to  achieve  it  as  well.”  AdOne  offers  all  newspaper  classifieds 

The  difference  between  the  two  is  that  on  a  single  site  while  Classified  Ventures 


Igj  Nettcape:  CloBsifiwI  Ularehoui  jgi 

L«o«tiQn:  J|L|Mto;//vwvr«l«Mifw4w«r«h«VM.c«(n^ 


AUT0e4iTRW»_^ 
BEAL  E«tRTt-SALE 
HEALE»t»IMEHT^“ 
COMM.  REAL  EBTATl" 
BUW»L2BAO€___^“ 

«ebvic^^_^_3 

ANNOJMCElKirT^* 

BLHWIEOT^gPS^* 

WCAnOI^^^__“ 

MEDICAL 

ALTSCBVICES 


With  auttfkd  VI 
yuu  aevcr  need  k' 
nywhnc  ekic  lev 
hiwlAie  md  nnxv 
ive.  and  new  adx 
rmn  aarciimprel 
netwenk.  Soanit 
(V  kl  AdHinmd  « 
«e«n;h  and  c-mafl 
lesnlbi. 


AdOne’s  Classified  Warehouse  Web 
site  carries  ads  from  over  400  papers. 
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Finding  background 
on  major  companies 


by  Charles  Bowen 

Business  writers  are  not  the  only 
journalists  in  your  newsroom  who 
need  access  to  an  effective  direc¬ 
tory  of  corporations.  Your  city  hall 
reporter  returns  from  a  late-night  meet¬ 
ing  with  a  tip  on  the  name  of  a  possible 
major  new  tenant  for  that  expensive 
downtown  office  building.  You’re  on 
deadline.  How  can  you  quickly  find  the 
background  on  this  firm? 

For  these  and  scores  of  other  applica¬ 
tions,  the  database  of  choice  is  Hoover’s 
Online,  a  directory  of  basic  company 
data  on  more  than  13,500  public  and  pri¬ 
vately  held  U.S.  and  foreign  businesses, 
including  all  publicly  traded  companies. 
It  provides  details  on  key  people  in  the 
firms,  how  the  businesses  are  doing 
financially,  and  what  newsworthy  things 
have  been  happening  there  lately.  It  also 
offers  stock  market  data  on  the  firm  and 
links  to  relevant  information  elsewhere 
on  the  Web. 

At  http;//www.hoovers.com,  the 
Toolbox  panel  on  the  introductory  page 


includes  buttons  that  let  you  conduct  a 
search  by  company  name,  stock  market 
ticker  symbol,  keyword,  or  person’s  last 
name.  If  your  inquiry  produces  several 
“hits”  —  because  of  a  search  by  a  general 
keyword  or  a  person’s  last  name  —  the 
matches  are  displayed  in  a  hyperlinked  list 
from  which  you  can  click  one  to  view. 

For  each  company  in  the  database, 
Hoover’s  displays  a  capsule  of  the  busi¬ 
ness,  describing  its  products  or  services. 
The  capsule  also  lists  the  company’s  key 
people  (chairman,  president,  CEO,  major 
vice  presidents),  business  addresses  and 
phone  numbers  along  with  summaries  of 
the  company’s  latest  sales,  growth,  net  in¬ 
come,  and  employment.  Included  on  the 
page  are  links  to  stock  charts,  the  latest 
stock  quotes  and  details  on  competitors 
and  subsidiaries. 

Along  the  top  of  each  company  report 
are  tabs  you  can  select  for  additional  in¬ 
formation.  Click  on  the  Financials  tab  to 
see  the  firm’s  latest  income  statement  and 
balance  sheet  as  well  as  links  to  annual 
and  quarterly  financials  and  information 
on  filings  with  the  Securities  and  Ex¬ 


EDIA  Wf 


change  Commission.  Click  on  the  News 
tab  to  reach  links  enabling  you  to  search 
for  news  about  the  company.  If  Hoover’s 
becomes  a  site  you  use  regularly,  you 
might  want  to  consider  becoming  a  pay¬ 
ing  member  in  order  to  get  more  in-depth 
company  information.  For  $14.95  a 
month,  you  can  access  the  site’s  expand¬ 
ed  company  profiles  area,  historical  stock 
data,  real-time  SEC  documents,  and 
broader  search  options. 

Other  considerations  for  using 
Hoover’s  in  your  reporting: 

1  Hoover’s  Inc.,  of  Austin,  Texas,  em¬ 
ploys  a  team  of  editors  to  comb 
through  print  and  electronic  publications 
for  news  from  which  to  update  its  profiles 
and  summaries  daily.  All  company  re¬ 
ports  are  updated  annually  within  four 
months  of  the  fiscal  year’s  end. 

2  All  types  of  companies  are  profiled. 

from  industry  leaders  to  small,  fast¬ 
growing  companies.  The  database  pays 
particular  attention  to  high-tech,  health 
care,  retail  and  media  companies. 

3  Data  comes  from  a  variety  of  sources, 
including  the  companies  themselves. 
Descriptions  are  compiled  from  annual 
reports  and  10-Ks  filed  with  the  SEC,  as 
well  as  news  articles  and  interviews  with 
company  representatives. 

Bowen,  a  West  Virginia  journalist,  is 
host  of  the  daily  Internet  News  syndi¬ 
cated  radio  at  http://www.netnewsto- 
day.com. 
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Open  3.5  billion  ads  served  per  month 

“Because  of  our  large  number  of  high  volume  sites,  we  were  looking  for  ad  man¬ 
agement  software  which  would  handle  both  huge  spikes  of  ad  delivery  and  provide 
easy  management  across  multiple  machines.  Open  AdStream  does  this  superbly.  It 
handles  our  sites  which  receive  over  20  million  ad  deliveries  per  day  as  easily  as  it 
does  the  ones  which  receive  100,000  a  day.” 

-  Colin  B.  Boatwright,  Chief  Technology  Officer,  Total  Sports 

To  see  how  Open  AdStream™  performs  for  top  publishers,  contact  us  today  for  an 
online  demo.  E-mail  oas@realmedia.com  or  call  Rachel  at  215-654-8376. 

The  #1  Choice  for  Serious  Internet  Publishers... www.realmedia.com 
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145  stores  closing  doors, 
denting  East  Coast  papers 

Retailer  Caldor  bankrupt  despite  annual  sales  of  $2.5  billion 


by  Ken  Liebeskind 

The  announced  closing  of  bankrupt 
Caldor,  a  Northeast  retail  power¬ 
house  with  annual  sales  of  $2.5  bil¬ 
lion  at  145  stores  in  nine  states,  is  bad 
news  for  the  region’s  newspapers. 

“It  will  hurt  us  in  terms  of  revenue,” 
says  The  Boston  Globe's  local  retail 
advertising  manager  Thomas  Folan,  who 
says  Caldor  .spent  $1.2  million  with  the 
Globe  in  1998,  mostly  for  preprints. 

“There  will  be  a  significant  loss  in  rev¬ 
enue,”  says  Howard  Griffin,  vice  president 
of  advertising  for  the  Journal  Register 
Co.,  which  publishes  the  New  Haven 
(Conn.)  Register.  “They  ran  preprints 
almost  every  week.” 

Though  the  stores 
won’t  close  until  mid- 
May,  the  company  has 
recently  changed  its 
advertising,  with  less 
expensive  in-paper 
(ROP)  ads  replacing 
the  pre-prints.  That 
has  happened  at  the 
Register  and  The 
Record  in  Bergen 
County,  N.J.  “They 
stopped  preprints.  Our 
guess  is  it’s  an  invest¬ 
ment  they  can’t  afford,”  says  Lou 
Stancampiano,  display  advertising  man¬ 
ager  at  the  Record.  “It’s  typical  of  compa¬ 
nies  that  go  out  of  business.  It  becomes  an 
ROP  pattern  that  increases  the  percent  of 
discount  over  a  period  of  time  until  the 
stores  are  liquidated.” 

A  Caldor  spokesman  declines  to  pro¬ 
vide  the  size  of  the  company’s  ad  budget. 
“I  don’t  have  information  on  that,  nor  do  I 
have  access  to  that  information,”  says  the 
spokesman,  who  adds  no  one  at  Caldor 
would  make  that  information  public. 

Liquidation  is  expected  to  begin  in  Feb¬ 
ruary,  after  an  auction  determines  which 
liquidation  company  will  get  the  job, 
according  to  Peter  Chapman,  president  of 
Bankruptcy  Creditor  Services,  a  Princeton, 


N.J.,  firm  that  has  been 
following  the  action 
closely. 

The  liquidation  com¬ 
pany  will  become  the 
final  Caldor  advertiser, 
after  it  buys  all  of 
Caldor’s  merchandi.se. 

“Look  for  something 
less  than  a  full  page 
once  a  week,”  Stan¬ 
campiano  says,  “not 
substantial  and  not  the 
equivalent  of  the  pre¬ 
print  revenue.  From  here  on  in  we  start 
losing  revenue  on  a  weekly  basis  until  it’s 
all  gone.” 

The  situation  is  bad, 
but  not  unexpected, 
since  Caldor  filed  for 
bankruptcy  in  1995 
and  has  been  heading 
for  closure.  “They 
were  winding  down  in 
Philly  over  the  last 
couple  of  years,  so  the 
hit  to  us  was  less  than 
half  a  million,”  says 
Todd  Brownrout,  vice 
president  of  sales  and 
marketing  at  The  Phil¬ 
adelphia  Inquirer  and 
The  Philadelphia  Daily  News. 

“Given  the  nature  of  our  capital  struc¬ 
ture  and  the  shortfall  of  our  performance 
goals,  this  was  the  most  appropriate 
course  of  action,”  says  Warren  D.  Feld- 
berg,  Caldor’s  chairman  and  CEO.  Chap¬ 
man  says  Caldor  tried  to  stay  open  by 
making  promises  to  creditors  over  the  past 
six  months,  “but  they  said  no.” 

While  Caldor’s  situation  is  hardly 
unique  among  troubled  retailers,  it  differs 
from  that  of  Bradlee’s,  a  discount  chain 
that  downsized  instead  of  closing  outright. 
After  filing  for  bankruptcy,  it  closed  some 
stores  in  an  effort  to  stabilize  and  now 
sees  “prospects  for  growth,”  says 
Bankruptcy  Creditor  Services’  Chapman. 

When  a  major  advertiser  like  Caldor 


closes,  a  newspaper’s 
next  big  question  is, 
“How  can  we  replace 
the  revenue?”  Many 
newspaper  executives 
are  waiting  for  another 
retailer  to  occupy  the 
Caldor  locations. 

“Target  is  coming 
into  our  market  and 
looking  at  their  real 
estate,  but  they’re  not 
there  yet,”  the  Globe's 
Folan  says.  If  Target 
does  come  in,  the  Globe  will  win  because 
“Target  will  spend  more  than  Caldor,” 
Folan  predicts. 

“The  positive  side  is  Caldor  was  strug¬ 
gling,  and  it  put  good  real  estate  on  the 
market,”  says  Brownrout.  “In  the  long  run 
we’ll  benefit  because  Kohl’s  and  Target 
are  expanding  in  Philadelphia  and  looking 
for  real  estate.” 

Stancampiano  says  any  retailer  who 
moves  into  Caldor  locations  will  replace 
the  revenue.  “Most  discounters  run  a  sim¬ 
ilar  program  of  one  insert  per  week, 
except  Wal-Mart  which  runs  one  a 
month,  so  change  from  a  revenue  stand¬ 
point  is  minimal,”  he  says. 

A  Caldor  spokesman  declines  comment 
on  the  possibility  of  other  companies  tak¬ 
ing  Caldor  retail  space  and  taking  out  their 
own  ads,  saying,  “I  really  couldn’t  possi¬ 
bly  speculate”  about  that. 

The  Carroll  County  Times,  Westminster, 
Md.,  has  already  lost  Caldor  advertising 
because  the  Caldor  in  its  area  closed  last 
year.  “We’re  getting  more  from  Target,  but 
it  hasn’t  flowed,”  says  advertising  director 
Charles  W.  Baker.  No  one  has  taken  over 
the  Caldor  location  because  the  mall  where 
it  is  located  is  for  sale.  “Until  that  goes,  it 
won’t  happen,”  Baker  says. 

Caldor,  which  opened  its  doors  in  1951 
and  grew  to  166  stores  at  the  time  of  its 
bankruptcy  declaration,  now  has  145 
stores.  “They  were  a  real  solid  friend  of 
newspapers  in  terms  of  advertising,” 
Baker  says. 


“Target  is  coming 
into  our  market 
and  looking  at  their 
real  estate,  but  they’re 
not  there  yet.” 

—  Thomas  Folan, 

The  Boston  Globe 


“There  will  be 
a  significant  loss 
in  revenue. ...  They 
ran  preprints 
almost  every  week.” 

—  Howard  Griffin, 
Journal  Register  Co. 
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Conservatives  attack  affirmative 
action  in  coiiege  newspaper  ads 


by  Ken  Liebeskind 

Full-page  ads  in  15  college  newspa¬ 
pers  across  the  country  last  week 
attacked  affirmative  action  in  stu¬ 
dent  admissions,  an  issue  now  being 
debated  in  the  nation’s  courts. 

The  Center  for  Individual  Rights,  a 
conservative  public  policy  law  firm  in 
Washington,  spent  between  $30,000  and 
$40,000  on  the  ads,  says  Terence  Pell,  a 
senior  counselor  at  the  firm.  A  range  of 
schools  was  chosen,  from  the  most  com¬ 
petitive  private  schools  to  public  schools. 

Pell’s  ad  campaign,  which  has  the 
strong  backing  of  former  Education 
Secretary  William  J.  Bennett,  is  aimed  at 
colleges  that  practice  what  he  views  as 
illegal  race-based  admissions. 

The  center’s  view  is  challenged,  al¬ 
though  not  in  ads,  by  Americans  for  a 
Fair  Chance,  a  coalition  of  six  leading 
civil  rights  legal  defense  organizations, 
including  the  NAACP-Legal  Defense 
Fund.  The  group’s  executive  director, 
Rene  Redwood,  calls  the  ads  “misleading 
because  they  oversimplify  the  admis¬ 
sions  process.” 

The  American  Association  of  University 
Professors  (AAUP)  also  criticized  the  ads. 

“We  strongly  disagree  with  the  inter¬ 
pretation  of  the  law  proffered  by  the 
Center  for  Individual  rights,”  says 
Jonathan  Alger,  counsel  for  the  professors 
group.  “They  are  ignoring  the  U.S. 
Supreme  Court’s  1978  Bakke  decision, 
which  is  still  the  law  of  the  land.  It  says 
that  diversity  that  contributes  to  the  robust 
exchange  of  ideas  on  campus  can  consti¬ 
tute  a  compelling  interest  in  higher  educa- 

Undergrad  ads 

Ads  ran  in  papers  at:  the  University 
of  Chicago,  Columbia,  Dart¬ 
mouth,  Duke,  James  Madison,  North 
Carolina,  Pennsylvania,  Pittsburgh, 
Rutgers,  Stanford.  Virginia,  Wake  ‘ 
Forest,  George  Washington  University, 
Washington  University  in  St.  Louis, 
and  William  and  Mary. 


tion,  and  therefore  that  race  may  be  con¬ 
sidered  as  a  factor  in  student  admissions.” 

The  ads  encourage  students  to  request 
the  firm’s  handbooks,  which  discuss  the 
law  on  racial  preferences  and  how  stu¬ 
dents  can  find  out  if  their  schools  com¬ 
ply  with  it. 

The  Center  for  Individual  Rights  has 
worked  on  various  affirmative  action 
cases,  including  the  Hopwood  case  in 
which  a  white  student  sued  the  state  of 
Texas  after  being  denied  admission  to  the 
University  of  Texas.  Since  an  appeals 
court  ruled  in  the  student’s  favor  in  1996, 
Texas,  Louisiana  and,  Mississippi  have 
been  barred  from  considering  race  in  col¬ 
lege  admissions,  according  to  Pell. 

AAUP’s  Alger  disputes  Pell’s  view, 
contending,  “The  Center  for  Individual 
Rights  is  looking  at  some  of  the  recent 
lower  court  decisions  and  extrapolating 


from  those  cases  as  though  the  Supreme 
Court  decision  had  been  overturned.”  He 
says  the  Supreme  Court  refused  to  review 
the  1996  Hopwood  decision.  The 
University  of  Texas,  which  was  the 
defendant  in  the  case,  has  filed  an  appeal, 
and  AAUP  plans  to  file  an  amicus  brief, 
says  Alger. 

Pell’s  center  is  pursuing  similar  cases 
in  Washington  state,  Michigan,  and 
Alabama.  In  Alabama,  the  center  repre¬ 
sents  an  African-American  student  who 
was  denied  admission  to  a  predominant¬ 
ly  black  school  that  was  seeking  more 
white  students. 

“They’re  our  audience,”  Pell  says  of  col¬ 
lege  students.  “The  best  way  to  reach  stu¬ 
dents  is  through  the  newspapers  they  read.” 

The  ads  instruct  students  to  call  a  toll- 
free  number  to  get  the  handbooks  or  read 
them  on  the  Internet.  Hi 
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New  ‘Dilbert’  show  praised 
and  panned  in  print  reviews 


TV  critics  caii  the  UPN 
series  everything  from 
‘a  chuckie-fiiied  biast’ 
to  ‘biandiy  written’ 

by  David  Astor 

The  new  Dilbert  television  series  is  a 
work  of  art  ...  or  a  work  in 
progress. 

So  sayeth  reviews  of  the  program’s  pre¬ 
miere  episode  on  Jan.  25.  Some  TV  writ¬ 
ers  loved  the  UPN  show,  while  others  felt 
Scott  Adams’  United  Media  creation 
should  have  remained  in  its  comics  page 
cubicle.  Here’s  a  sampling  of  newspaper 
opinion: 

•  Arkansas  Democrat-Gazette's  Michael 
Storey:  “Monday’s  pilot  episode,  in  which 
Dilbert  had  to  come  up  with  the  name  for  a 
new  company  product,  was  a  hoot.’’ 

•  Austin  American  Statesman's  Diane 
Holloway:  “UPN  ...  hopes  Dilbert  will  do 
for  it  what  The  Simpsons  did  for  Fox.  And 
that  just  might  happen.’’ 

•  Baltimore  Sun's  David  Zurawik: 
"Dilbert  is  a  smart  series  from  a  network 
that  has  seemed  decidedly  short  on  brain¬ 
power  lately. . . .  But  it  should  also  be  noted 
that  Dilbert  is  fairly  mainstream  and  mid¬ 
dle-of-the-road  in  look  and  tone.  ...  The 
core  audience  for  animation  tends  to  be 
younger  and  more  interested  in  subject 
matter  with  an  edge.’’ 

•  Chicago  Sun-Times'  Phil  Rosenthal: 
“Adams’  droll  three-lines-and-out  humor 
loses  all  its  subtlety  here.  ...  The  truth  is, 
there  already  is  a  successful  version  of 
‘Dilbert’  on  the  air:  ABC’s  The  Drew 
Carey  Show.  ..." 

•  Chicago  Tribune's  Steve  Johnson: 
“Even  though  it  is  intermittently  quite 
funny,  Dilbert  is  still  a  touch  flat  and  a  few 
notches  too  unlikely  to  be  effective  satire.” 
•  Colorado  Springs  Gazette's  Katie 
Johnston:  “The  half-hour  TV  show 
promises  to  be  even  wackier  than  its  print¬ 
ed  version.  Meetings  end  in  nudity,  souls 
of  ex-employees  are  kept  in  Jars,  budget 


cuts  inspire  looting  and  gunfire.” 

•  Dallas  Morning  News'  Ed  Bark:  “The 
hollowed-out  denizens  of  Dilbert  are  best 
tolerated  in  three-panel  doses  on  newspaper 
funny  pages.  Give  ’em  a  whole  half-hour 
and  they  quickly  wear  thin.  ...  Even  the 
profane  kids  of  South  Park  have  more  char¬ 
acter  than  these  soulless  corprirate  clods.” 

•  Long  Island.  N.Y.,  New.sday's  Marvin 
Kitman:  "Dilbert  is  cool.  ...  [It]  has  a 
marvelously  written,  witty  script  by  Larry 
Charles  (Mad  About  You  —  the  good  early 


From  the  home  page  of  UPN’s  Web  site 


years  —  and  Seinfeld)  and  strip  creator 
Scott  Adams.” 

•  Los  Angeles  Times'  Howard  Rosenberg: 
“Prime  time’s  Dilbert  affirms  that  the 
slender  baton  of  cutting-edge  sitcomedy 
has  been  passed  to  animation.” 

•  New  York  Post's  Michele  Greppi: 
“Daniel  Stern  supplies  the  voice  of 
Dilbert,  the  lump-headed,  spud-bodied 
Every  Employee  who  knows  there’s  got  to 
be  a  better  way  to  spend  his  days  and 
nights.  ...  [But]  Dogbert  is  the  breakout 
character.  A  real  scenery  chewer.” 

•  The  New  York  Times'  Caryn  James: 
“Though  the  show  begins  as  a  reflection 
of  reality,  its  comic  appeal  is  that  it  swift¬ 
ly  moves  into  the  realm  of  lunacy  and 
catharsis,  with  the  characters  saying  and 
doing  what  all  put-apon  workers  wish 
they  could.” 


•  Newark,  N.J.,  Star-Ledger's  Alan 
Sepinwall:  “Did  1  laugh  at  Dilbert?  Yes, 
but  not  often  enough  to  come  back 
every  week.” 

•  Orange  County  Register's  Kinney 
Littlefield:  “‘Dilbert’  addicts  may  find 
true  nerdvana  —  to  use  Adams’  term  —  in 
this  prime-time  saga  of  senseless  work¬ 
day  drudgery  and  the  inventive  imbecility 
with  which  we  struggle  to  fight  back.  ... 
But  I’d  rather  cozy  up  to  Law  &  Order 
reruns  on  A&E  or  X-Files  encores  on  the 
F/X  channel.” 

•  Portland  Oregonian's  Pete  Schulberg: 
"Dilbert  the  series  makes  workplace  non¬ 
sense  a  chuckle-filled  blast.  If  you  like  the 
strip,  you’ll  like  the  TV  version.  ...  The 
trademark  sarcasm  that  cartoonist  Scott 
Adams  brings  to  newspaper  readers  each 
day  transfers  surprisingly  smoothly  to  TV.” 

•  Salt  Lake  City  Deseret  News'  Scott 
Pierce:  “Not  that  Dilbert  is  a  bad  show  — 
it’s  OK,  with  some  funny  moments  in 
Monday’s  premiere.  But  it’s  not  a  distinc¬ 
tive,  groundbreaking  show  like  The 
Simpsons." 

•  San  Francisco  Chronicle's  John  Carman: 
"Dilbert  brings  a  solid  brand  name  to  UPN 
and  TV  animation.  If  only  it  brought  the 
laughs  along,  too.  ...  [It’s]  blandly  written 
and  visually  uninteresting.” 

•  USA  Today's  Robert  Bianco:  "Dilbert 
passes  a  fan’s  first  test:  It  accurately  cap¬ 
tures  the  look  and  tone  of  the  strip.  ... 
Like  the  strip,  Dilbert  scores  best  with 
quick,  nasty  Jokes  that  give  you  that  buzz 
of  worker-bee  recognition.” 

•  The  Washington  Post's  Tom  Shales: 
"Dilbert  scores  partly  because  it  special¬ 
izes.  It  concentrates.  It’s  a  workplace 
comedy.  ...  It’s  smart  and  savvy  and 
achingly  funny,  so  that  you  may  laugh 
even  as  you  wince.  UPN  has  got  itself  a 
wincer  —  oh,  and  a  winner,  too.” 

•  Winston-Salem  (N.C.)  Journal's  Tim 
Clodfelter:  “Like  the  comic  strip,  the  ani¬ 
mated  Dilbert  works  best  when  it  focu.ses 
on  the  workplace.  The  scenes  in  Dilbert’s 
home  vary  from  uneven  to  unwatchable. 
...  When  it  works,  Dilbert  can  be  hilari¬ 
ous,  with  biting  humor  that  no  live-action 
series  could  get  away  with.” 
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Bar  popping  in  the  Los  Angeles  Times  Syndicate’s  new  “Meehan  Streak”  strip 


‘Living  2000’ 
born  in  1999 

A  lifestyle  package  called  “Living 
2000”  is  being  offered  by  the  Los 
Angeles  Times  Syndicate.  Each  month,  it 
features  color  art,  freelance  pieces,  mate¬ 
rial  from  magazines  such  as  Family  Life 
and  Working  Woman,  and  an  article  by  a 
celebrity  guest  author  —  starting  with 
suspense  writer  Dean  Koontz.  There  are 
also  columns  by  Baltimore  Sun  parenting 
writer  Rob  Kasper,  psychologist/sex 
therapist  Judy  Kuriansky,  “gourmand” 
Luis  Zaragoza,  and  financial  adviser/ 
author  Ric  Edelman. 

Fitness  wiz  tries 
syndication  biz 

Fitness  guru  Kathy  Smith  is  writing  a 
weekly  column  for  the  Los  Angeles  Times 
Syndicate.  Her  products  include  two  dozen 
videos  (selling  more  than  10  million 
copies),  books,  fitness  equipment,  and  vit¬ 
amins.  She  also  makes  frequent  TV,  radio, 
and  public  speaking  appearances. 

United  offering 
prose  and  icons 

United  Media  is  syndicating  100  pro¬ 
files  from  Icons  of  the  20th  Century  by 
former  Los  Angeles  Times  book  reviewer 
Barbara  Cady.  Her  Overlook  Press  book 
looks  at  notables  from  the  world  of  poli¬ 
tics,  science,  technology,  entertainment, 
and  sports  —  including  Muhammad  Ali, 
Neil  Armstrong,  Fidel  Castro,  Marie 
Curie,  Albert  Einstein,  Thomas  Edison. 
Bill  Gates,  Michael  Jordan,  Martin 
Luther  King  Jr.,  Nelson  Mandela, 
Marilyn  Monroe,  Franklin  Roosevelt,  and 
Frank  Lloyd  Wright. 

It’s  time  for  strip 
that  vaults  time 

A  comic  called  “Meehan  Streak”  is 
being  offered  by  the  Los  Angeles  Times 
Syndicate.  The  daily  and  Sunday  strip 
has  settings  that  jump  from  prehistoric 
caves  to  medieval  torture  chambers  to 
modern-day  courtrooms,  with  an  occa¬ 


sional  descent  into  hell.  “Streak”  is  by 
Kieran  Meehan,  who  grew  up  in  England 
and  Scotland.  He  later  became  a  free¬ 
lance  cartoonist  whose  work  was  often 
seen  in  King  Features  Syndicate’s  “New 
Breed”  comic. 

Future  is  now 
for  ‘Zenon’  film 

A  property  that  began  as  a  book  and 
became  a  comic  is  now  also  a  movie.  The 
live-action  Zenon:  Girl  of  the  21st 
Century  film  premiered  Jan.  23  on  the 
Disney  Channel,  and  will  air  several  more 
times  through  Feb.  25.  The  comic  of  the 
same  name  has  been  syndicated  by 
Tribune  Media  Services  since  mid- 1998. 

Advice  for  the 
self-employed 

A  weekly  column  that  focuses  on  the 
emotional  and  family  concerns  of  entre¬ 
preneurs  and  self-employed  professionals 
is  being  self-syndicated  by  Azriela  Jaffe. 
“Advice  from  A-Z”  already  appears  in 
several  newspapers  —  including  the 
Lancaster,  Pa.,  Intelligencer  Journal  and 
Los  Angeles  Times  —  as  well  as  in  the 
online  edition  of  Business  Week.  Jaffe 
(az@azriela.com)  is  the  author  of  three 
business  books. 

A  wealth  of 
health  info 

Thomson  Target  Media  is  introducing 
“Daily  Health  Tip”  on  March  1.  The  fea¬ 
ture,  available  in  three-month  batches,  is 
spawned  by  the  monthly  healthfile  pub¬ 
lication  that  Thomson  syndicates  to 
newspapers. 


Former  AP  editor 
writing  column 

Former  Associated  Press  national 
editor  Dennis  Eskow  is  writing  a 
weekly  column  on  small-town  life 
called  “Notes  From  Paradise.”  Eskow 
(914-227-3734)  is  based  in  Hopewell 
Junction,  N.Y. 

Etcetera... 

Long  Island,  N.Y.,  Newsday  assis¬ 
tant  managing  editor  Les  Payne,  who 
writes  a  column  distributed  by  the  Los 
Angeles  Times  Syndicate  (LATS), 
was  named  to  the  new  David 
Laventhol  Chair  at  Columbia 
University’s  Graduate  School  of 
Journalism.  Times  Mirror  is  giving 
Columbia  $1  million  for  the  professor¬ 
ship,  which  will  stress  diversity-in- 
media  issues  ...  An  A&E  Biography 
show  spotlighting  Creators  Syndicate 
advice  columnist  Ann  Landers  pre¬ 
mieres  Feb.  4  at  8  p.m.  EST  ...  Feb.  15 
is  the  deadline  to  enter  the  National 
Society  of  Newspaper  Columnists’ 
annual  contest.  For  more  information, 
see  the  NSNC  Web  site  at 
www.columnists.com  ...  LATS  astrol¬ 
ogy  columnist  Sydney  Omarr  is  mark¬ 
ing  his  40th  aimiversary  with  the  syn¬ 
dicate.  He’s  also  co-authored  a  new 
book  called  “Cooking  with  Astrology” 
...  Parade  and  react  will  be  official 
publications  of  National  Youth  Service 
Day,  April  16-17.  Parade  will  publish 
two  articles  about  the  day  and  react 
will  do  reports  in  its  print  edition, 
teacher’s  guide,  and  two  Web  sites  ... 
Writers  Clearinghouse,  a  news  ser¬ 
vice  and  editorial  consultancy  based  in 
Downingtown,  Pa.,  has  of^ned  a 
London  office. 
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ORERAXIOMS 

OSHA  gives  newspapers 
a  break  on  respirators,  keyboards 


Agency  relaxes  respiratory 
safeguards  and  opts 
not  to  regulate  keyboards 
as  part  of  its  new 
ergonomic  standards 

by  Mark  Fitzgerald 

Newspapers  should  be  pleasantly 
surprised  by  the  new  federal  respi¬ 
ratory  protection  standards  —  but 
they  could  be  in  for  a  nasty  confrontation 
with  the  Occupational  Safety  and  Health 
Administration  (OSHA)  if  they  don't  draft 
a  new  plan  by  April  to  protect  workers 
from  air  contaminants.  That  was  the  report 
from  industry  environmental  experts  as 
the  Newspaper  Association  of  America’s 
(NAA)  operations  SuperConference 
opened  earlier  this  month  in  Orlando. 

The  new  OSHA  rules  cover  everything 
from  dust  masks  to  “moon  suits”  that  pro¬ 
tect  workers  in  extreme  hazards.  The  main 
areas  of  concern  for  newspapers  are  likely 
to  be  printing  press  maintenance,  news 
rack  repair  and  repainting,  fleet  mainte¬ 
nance,  and  any  work  performed  in  enclosed 
areas  such  as  around  ink  storage  tanks. 

“There  are  a  significant  number  of 
areas  in  a  newspaper  that  these  standards 
affect.”  says  NAA  environmental  services 
manager  Donald  Hensel.  “Frankly,  I  don’t 
think  a  lot  of  newspapers  understand  this.” 

The  new  federal  rules,  the  first  changes 
to  respiratory  regulation  in  28  years,  relax 
the  former  standards  on.  for  instance,  the 
frequency  of  respirator  checks  and  med¬ 
ical  evaluations  of  respirator-using  em¬ 
ployees.  OSHA  has  even  given  businesses 
another  six  months  to  draft  a  respiratory 
protection  plan  and  to  identify  hazards  — 
but  newspapers  had  better  comply  by 
April  8,  says  Jim  Raley,  safety  and  er¬ 
gonomics  coordinator  for  the  St.  Peters¬ 
burg  Times. 

“They  are  emphatic  that  you  are  going 
to  do  a  hazard  evaluation  in  situations 
where  people  wear  respirators,”  Raley 
says.  “If  you  don’t  do  that,  ...  your  work 
site  will  be  considered  IDLH  [Immedi¬ 


ately  Dangerous  to  Life  or  Health],  and 
they  are  really  picky  about  that.” 

Newspapers  do  not  need  to  physically 
check  their  air  but  can  instead  rely  on 
data  from  trade  associations  or  manufac¬ 
turers  that  are  readily  available  on  the 
Internet,  he  adds. 

KEYBOARDS 

OSHA  also  will  not  include  computers 
and  keyboards  in  the  sweeping  ergonomic 
rules  it  expects  to  issue  by  September, 
according  to  an  ergonomics  lobbyist  who 
also  addres.sed  the  annual  week-long  oper¬ 
ations  conference. 

P.J.  Eddington,  executive  director  of  the 
Center  for  Office  Technology,  in  Rosslyn, 
Va.,  says  OSHA  has  decided  that  trying  to 
issue  rules  on  the  use  of  keyboards  was 
simply  impractical  because  too  many 
businesses  would  fall  under  the  regula¬ 
tions. 


New  Thomson 
plant  operating 

The  production  plant  at  The  Reporter, 
Thomson  Newspapers’  daily  in  Fond  du 
Lac,  Wis.,  went  into  production  last 
month,  printing  the  local  daily.  The 
Sheboygan  Press  and  several  niche  prod¬ 
ucts  and  commercial  publications,  includ¬ 
ing  The  Milwaukee  Business  Journal. 

The  $6.35  million.  20.000-square-foot 
downtown  plant  houses  a  19-unit  Goss 
Urbanite  press  that  replaced  a  seven-unit 
Urbanite  used  to  print  only  the  Reporter, 
an  expanded,  automated  mailroom  and 
space  converted  to  newsprint  storage 
(E&P,  Mar.  21,  1998,  p.  27). 

To  help  train  expanded  pressroom  and 
mailroom  staffs  on  the  new  equipment, 
the  operation  received  a  $56,000  Cus¬ 
tomized  Labor  Training  grant  from  the 
state’s  commerce  department. 

The  Urbanite  can  be  run  as  a  single 
press  line  with  one  folder  for  larger  jobs 
or  as  two  lines  into  two  folders  for  print¬ 
ing  separate  jobs  simultaneously.  Four 


Labor  unions  have  lobbied  hard  for  the 
rules,  which  would  be  intended  to  prevent 
carpal  tunnel  syndrome  and  other  repeti¬ 
tive  stress  injuries  that  heavy  keyboard 
users,  such  as  newspaper  and  Web  copy 
editors,  sometimes  experience. 

“The  rules  would  not  meet  OSHA’s 
philosophy  of  making  rules  where  the 
problems  are  the  worst,  and  solutions  are 
known,”  says  Eddington,  who  adds  that 
her  information  is  based  on  sources  with¬ 
in  the  federal  agency. 

For  two  years,  OSHA  had  been  prevent¬ 
ed  by  Congress  from  issuing  any  ergonom¬ 
ic  rules  —  a  ban  that  recently  was  lifted. 

OSHA  now  intends  to  issue  rules  that 
businesses  will  find  to  be  “a  flexible 
framework  that  allows  you  to  get  the  job 
done,  and  not  a  fixed  formula,”  the 
agency’s  Southeast  regional  administrator, 
R.  Davis  Layne,  told  the  SuperConference 
earlier  the  same  day. 


Enkel  automatic  paper  splicers  at  each 
end  of  the  press  allow  rolls  to  be  changed 
during  press  runs.  The  mailroom  operates 
two  GMA  SLS-1000  12-into-l  inserters. 

Lincoln  plant 

The  Lincoln  (Neb.)  Journal  Star  has 
begun  work  building  a  five-story, 
1 10,000-square-foot,  $32  million  produc¬ 
tion  plant  near  its  downtown  offices. 

Designed  by  Clark  Enersen  Partners  of 
Lincoln,  the  building  is  expected  to  be 
completed  early  next  year,  with  produc¬ 
tion  to  follow  in  the  spring.  The  printing 
and  distribution  plant  features  a  MAN 
Roland  flexographic  press.  The  new-gen- 
eration,  shaftless-drive  Flexoman  (E&P, 
July  18,  1998,  p.  25)  prints  cleaner,  more- 
colorful  newspapers  than  the  1960s-vin- 
tage  letterpress  now  used. 

Three  other,  smaller  Lee  Enterprises 
dailies  already  rely  on  flexo,  which, 
unlike  offset  lithography,  prints  with 
water-based  ink  directly  from  a  raised- 
image  photopolymer  plate. 
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Abitibi-Consolidated  promotes 
newsprint  operations  cbief  to  CEO 


Newsprint  manufacturing 
giant  also  sells  a  unit, 
inks  Asian  pact,  seeks 
to  spin  off  Gaspesia  mill 

by  Jim  Rosenberg 

The  world’s  largest  newsprint  manu¬ 
facturer  is  promoting  John  W. 
Weaver  to  president  and  CEO  to 
succeed  James  Doughan,  effective  April 
27  when  Doughan  and  operating  chairman 
Ronald  Y.  Oberlander  retire. 

Montreal-based  Abitibi-Consolidated 
Inc.  has  not  named  Oberlander’s  successor. 
The  two  top  executives  expected  to  retire 
a  couple  of  years  after  the  1997  merger  of 
Abitibi-Price  and  Stone  Consolidated. 

Since  the  merger,  the  company  has 
worked  toward  improving  the  cost-effi¬ 
ciency  of  mills,  building  an  overseas  part¬ 
nership,  concentrating  on  its  core  news¬ 
print  business,  and  weathering  a  five- 
month  strike  that  idled  much  of  its 
Canadian  production. 

Weaver  will  take  over  as  production  re¬ 
turns  to  full  capacity  five  months  after  the 
strike  ended,  as  an  east-Asian  joint  venture 
is  completed,  as  a  non-core  business  is  sold 
off,  and  as  Abitibi  shuts  down  and  spins  off 
operations  it  has  designated  as  high-cost. 

Weaver,  currently  president  of  news¬ 
print  operations  and  sales,  has  a  back¬ 
ground  in  production  and  operations  that 
includes  positions  with  Continental  Can 
Co.,  Smurfit  Newsprint,  and  Augusta 
Newsprint  Co.  He  has  been  responsible 
for  the  production  of  3.2  million  tons  of 
newsprint  a  year  —  one-fifth  of  all  North 
American  capacity  —  and  more  than  $2 
billion  in  revenue. 

As  operating  committee  chairman  of 
the  former  Abitibi-Price,  Weaver  was 
credited  with  leading  several  initiatives 
that  survive  within  the  merged  company’s 
operating  structure. 

Weaver  says  he  was  committed  to  *‘a 
more-urgent  timetable”  for  achieving  “far 
better  bottom-line  results,”  better  returns 


Courtesy  Ahitihi-ConsolidateJ  Inc. 


hly  made  newsprint  flows 
from  a  typical  Abitibi- 
Consolidated  machine. 


for  shareholders,  and  a  “better  value-ser¬ 
vice  proposition”  for  customers. 

To  reach  those  goals  and  surpass  the 
target  of  $200  million  in  merger-related 
savings.  Weaver  aims  to  eliminate  high- 
cost  operations  and  to  cut  sales  and  ad¬ 
ministrative  expenses.  At  the  same  time, 
he  looks  to  continued  consolidation  and 
global  growth  “without  over-leveraging 
our  balance  sheet.” 

The  executive  change  follows  Abitibi ’s 
divestiture  of  its  office  products  division,  a 
wholesaler  of  information-processing  sup¬ 
plies,  which  was  targeted  for  sale  after  the 
merger.  Proceeds  from  office  products  as¬ 
sets  sold  last  spring  and  late  last  year  were 
C$280  million.  By  selling  assets  separate¬ 
ly  instead  of  together,  Oberlander  says, 
Abitibi  realized  an  extra  C$100  million. 

Just  this  month,  Abitibi  signed  a  defini¬ 
tive  agreement  with  South  Korea’s  Hansol 
Paper  Co.  and  Norway’s  Norske  Skogin- 


dustrier  to  form  the  Pan  Asian  Paper  Co. 
Pending  regulatory  approval,  closing  was 
expected  as  early  as  the  end  of  January, 
according  to  communications  vice  presi¬ 
dent  Susan  Rogers.  Owned  equally  by  the 
three  partners,  Papco,  with  ownership  or 
control  of  mills  in  Thailand,  Korea,  and 
China,  will  have  the  capacity  to  produce 
1 .4  million  metric  tons  a  year  of  newsprint 
and  other  pajjer  grades  —  or  about  40%  of 
the  Asian  market  outside  Japan  —  accord¬ 
ing  to  the  partners. 

In  another  possible  Joint  venture, 
Abitibi  has  been  discussing  with  Croupe 
Cedrico  the  creation  of  a  stand-alone  busi¬ 
ness  to  operate  the  1 50,000-ton-per-year 
machine  at  its  Gaspesia  newsprint  mill,  in 
Chandler,  Quebec,  with  support  from 
Abitibi  sales  and  marketing.  Abitibi  would 
own  40%  and  Gilles  Berube,  Groupe 
Cedrico’s  entrepreneurial  owner,  would 
hold  60%  of  the  proposed  joint  venture. 
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sioned,  the  joint 
venture  would 
acquire  the  Abi- 
tibi  mill  and 
shut  down  its 
No.  2  machine. 
Idle  since  Jan. 
1 1 ,  the  machine 
produced 
1 10,000  tons 
per  year  of 
newsprint,  but 

Incoming  CEO  Abitibi  says  its 

operating  costs 

John  Weaver  were  too  high. 

Cedrico  would 
looks  to  “a  contribute  its 

six  profitable 

more-urgent  sawmills, 

which  besides 
timetable”  their  lumber 

would  provide 
to  improve  chips  for  the 

newsprint  mill. 

earnings  and  Abitibi  says 

the  Joint  ven- 
customer  ture  would  im¬ 

mediately  cut 
service.  costs,  make  the 

most  efficient 
use  of  its  available  fiber  sources,  and  u.se 
its  own  financing  to  invest  $70  million  in 
thermomechanical  pulping  and  $30  mil¬ 
lion  in  a  sawmill  complex. 

Weaver  says  the  arrangement  “ensures  a 
long-term  future”  for  the  mill,  immediately 
benefits  shareholders  by  eliminating  the 
need  to  invest  in  the  Chandler  mill,  and  also 
brings  the  benefits  of  Cedrico ’s  saw  mills. 

In  an  unrelated  move,  the  recently 
merged,  Chicago-based  Smurfit-Stone 
Container  Corp.  agreed  to  sell  7.8  million 
Abitibi-Consolidated  shares  to  an  institu¬ 
tional  investor  for  approximately  $80  mil¬ 
lion,  which  it  will  u.se  to  pay  down  debt. 
Stone  Container  held  a  controlling  interest 
in  Stone-Consolidated  before  its  Canadian 
newsprint  subsidiary  merged  with  Abitibi. 

The  largest  maker  of  containerboard  and 
kraft  paper,  Smurfit-Stone  will  still  own 
over  41  million  Abitibi-Consolidated 
shares  —  a  2 1 .5%  stake  for  which  it  “con¬ 
tinues  to  seek  appropriate  value.”  Last 
Wednesday  Abitibi  said  that  at  the  share¬ 
holder’s  request,  it  was  filing  a  shelf 
prospectus  to  facilitate  a  secondary  offer¬ 
ing  of  all  the  remaining  shares. 

Abitibi,  says  Weaver,  will  return  value 
to  shareholders  through  share  buybacks 
“when  it  is  the  wisest  use  of  our  cash.” 


Noranda  mill  sold 

Canada’s  Noranda  Forest  Inc.  sold  its 
only  newsprint  mill  to  newly  formed 
Papier  Masson  Ltd.  in  a  deal  that  closed 
Dec.  18  and  furthered  Noranda’s  refocus¬ 
ing  on  specialty  papers,  oriented  strand 
board,  and  European  panelboard.  Terms 
of  the  transaction  were  not  disclosed. 

Operated  as  part  of  Noranda’s  James 
Maclaren  Industries  subsidiary,  the  mill  in 
Masson-Angers,  Quebec,  has  long-term 
contracts  for  power  and  wood  fiber  from  a 
hydroelectric  plant  and  a  nearby  mill  that 
are  both  operated  by  Noranda. 

The  one-machine  mill’s  210-metric- 
ton-per-year  capacity  is  already  “sold 
through  its  existing  arrangements.”  says 
Edward  Ondarza,  a  director  at  Houston- 
based  Enron  Capital  &  Trade  Resources 
Corp.  (ECT),  which  structured  the  deal  for 
the  mill.  ECT,  he  added,  has  initial  hedges 
—  some  up  to  10  years  —  for  as  much  as 
70%  of  the  mill’s  capacity. 

ECT-arranged  hedges  are  generally 
swaps  —  financial  derivatives  based  on 
the  price  of  newsprint  (rather  than  sale 
and  delivery  of  the  physical  product)  that 
are  designed  to  give  predictability  in 
accounting  for  the  cost  of  newsprint. 

As  part  of  the  deal,  says  Ondarza,  $140 
million  (Canadian)  “has  been  committed” 
to  add  thermomechanical  pulping  (TMP) 
to  improve  the  quality  of  the  newsprint. 

In  addition  to  ECT’s  “minority  equity 
interest,”  Papier  Masson  is  staked  by  the 
TIAA-CREF  retirement  fund  and  insurer, 
the  Ontario  Municipal  Employee  Retire¬ 
ment  System,  one  unidentified  backer,  and 
the  Carom  Point  Investments  of  Papier 
Masson  chairman  and  CEO  Ashok  Narang, 
a  20-year  Consolidated  Bathurst  executive 
who  later  served  at  Pine  Falls  Paper  and 
Tembec,  which  acquired  both  the  Spruce 
Falls  and  Pine  Falls  newsprint  mills. 

“Even  though  it’s  a  one-mill,  one- 
machine  company,”  says  Narang,  “we  ex¬ 
pect  it  to  be  a  very,  very  low-cost  produc¬ 
er.”  Under  conditions  comparable  to  “the 
last  time  newsprint  prices  hit  the  rocks,” 
he  says,  “we  would  still  be  very  viable.” 
With  a  TMP  upgrade  operating  by  June 
2000,  he  adds,  “we  can  compete  with  any¬ 
body  in  any  circumstances.” 

Narang  says  the  mill  still  has  a  430-plus 
work  force,  but  the  industry  contract  jjer- 
mits  automation-driven  layoffs  with  an 
“agreed-upon  .severance  package.”  With 


the  pulping  upgrade,  Narang  anticipates 
halving  the  work  force.  —  Jim  Rosenberg 

Numbers 
on  paper 

U.S.  dailies  used  870,000  metric  tons  of 
newsprint  last  October  and  798,000  tons  in 
November,  2.1%  and  0.6%  more  than  in 
the  same  months  of  1997,  according  to  the 
Newspaper  Association  of  America. 

Publishers’  end-of-month  inventories 
were  983,000  and  928,00  metric  tons  in  Oc¬ 
tober  and  November,  respectively,  repre¬ 
senting  34-  and  35-day  supplies  (2.4%  and 
0.5%  increases  from  the  tonnages  on  hand 
or  in  transit  in  the  same  months  of  1997). 

Capacity  growth 
to  hit  new  low 

In  its  39th  annual  survey  of  U.S.  pulp, 
paper,  and  paperboard  manufacturers’ 
capacity,  the  American  Forest  &  Paper 
Association  (AF&PA)  expects  the  next 
three  years  to  show  the  slowest  growth  on 
record,  with  newsprint  essentially  flat. 

After  overall  capacity  rose  an  estimated 
1.2%  in  1998,  the  average  annual  increase 
is  expected  to  fall  to  0.9%  in  1999-2001. 

Growth  may  be  even  lower,  says  the 
AF&PA.  because  its  survey  counts  many 
mills  that  announced  closures  but  did  not 
meet  survey  criteria  of  being  closed  for  one 
year,  dismantled  or  scheduled  to  be  dis¬ 
mantled.  And  of  the  several  new  newsprint 
mills  or  expansions  that  were  announced, 
only  one  —  slated  to  go  into  production 
late  next  year  —  was  in  the  survey.  Others 
did  not  meet  secured  financing  and  board- 
approval  criteria.  The  report  goes  on  to 
note  that  fiber  consumption  will  neverthe¬ 
less  continue  to  expand  at  an  average  annu¬ 
al  rate  of  1.8%  from  1999  through  2001, 
with  recovered  paper  accounting  for  52% 
of  that  increase.  If  reported  fiber-consump¬ 
tion  plans  are  realized,  recovered  paper’s 
share  of  the  industry’s  fiber  use  will  rise 
from  36.5%  in  1998  to  37.3%  in  2001. 

Compared  with  a  1989-1998  average 
expansion  rate  of  2%,  newsprint  will  show 
no  net  growth  through  2(X)1,  according  to 
the  report,  because  a  few  mills’  gains  will 
be  offset  by  redeployment  of  newsprint 
capacity  to  the  manufacture  of  ground- 
wood  grades  at  other  mills. 
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Detroit  union  doubts 
Knight  Ridder  report 


by  Lucia  Moses 

The  union  that  waged  a  19-month 
newspaper  strike  in  Detroit  contests 
Knight  Kidder’s  report  of  a  strong 
financial  year  at  Detroit  Newspapers. 

According  to  Knight  Ridder,  the  compa¬ 
ny  enjoyed  a  “tremendous  performance  in 
Detroit,”  with  ad  revenues  up  9.7%  for 
the  year  (see  Page  23  for  earnings  results). 

That’s  unlikely,  says  Shawn  D.  Ellis, 
spokesman  for  the  Metropolitan  Council  of 
Newspaper  Unions,  when  the  newspapers’ 
circulation  is  significantly  lower  than  pre¬ 
strike  levels. 

“We  still  don’t  think  they’re  telling 
investors  the  story  about  the  extreme  circu¬ 
lation  loss  in  Detroit,”  Ellis  says. 

The  union  represents  more  than  1,000 
employees  who  have  not  returned  to  work 
since  the  strike  at  the  Detroit  Free  Press 


and  The  Detroit  News  ended  one  year  ago. 

Polk  Laffoon  IV,  Knight  Kidder’s  vice 
president  of  corporate  relations,  says  1998 
ad  revenues  at  the  newspapers.  Jointly 
produced  by  Knight  Ridder  and  Gannett 
Co.  Inc.,  are  Just  below  1994  prestrike  lev¬ 
els,  despite  circulation  declines  during 
that  period. 

Today,  combined  circulation  is  615,000 
daily  and  803,000  Sunday,  down  30%  and 
27%,  respectively,  from  prestrike  levels. 
Audited  circulation  fell  slightly  in  both  cat¬ 
egories  since  1997,  according  to  Detroit 
Newspapers. 

“Even  though  circulation  has  gone  down 
since  the  strike,  the  newspaper  remains  the 
single  most  powerful  medium  in  the  com¬ 
munity,”  Laffoon  says. 

No  substantial  ad  rate  increa.ses  have  taken 
effect  since  the  strike  started  in  July  1995, 
according  to  Detroit  Newspapers. 


NBA 

Continued  from  page  8 
weeks  following  the  end  of  the  lockout 
than  during  all  of  last  season.  “It  is  helping 
us  break  our  message  out,”  she  says. 

One  series  of  ads  placed  by  the  Nuggets 
^  includes  photos  of  Nugget  coaches  and  play- 
;  ers  with  ad  copy  comparing  the  teams  return 
!  to  the  court  to  an  episode  of  Mission  Im- 
'  possible.  “Let  the  mission  begin,”  the  copy 
I  states.  “Call  today  to  enlist  in  this  mission.” 

I  Similar  promotions  in  other  newspapers 
;  offer  a  change  from  the  usual  play-action 
;  photos  and  upcoming  game  hype  to  a 
toned-down,  direct  message  to  ticket  buy- 
i  ers,  including  the  San  Antonio  Spurs  print- 
;  ing  coupons  for  free  tickets  and  the  Cleve¬ 
land  Cavaliers  promoting  five  straight 
nights  of  fan  giveaways. 

;  “It’s  really  necessary  to  let  people  know 
1  we  haven’t  forgotten  about  them,”  says 
!  Chris  Milovich,  Cavaliers  marketing  man- 
;  ager  who  says  the  The  Plain  Dealer  news¬ 
paper  in  Cleveland  has  been  a  key  part  of 
the  team’s  promotion.  “We  use  the  news¬ 
paper  because  they  have  been  good  to  us 
,  and  have  a  good  pass-along  rate,  which 
I  means  people  go  back  to  it.” 

.At  least  two  teams,  the  Orlando  Magic 
,  and  Philadelphia  76ers,  have  published 
!  newspaper  ads  in  the  form  of  open  apolo- 
I  gy  letters  to  fans.  The  Magic  ad,  which 
!  ran  as  a  full-page  promotion,  tells  fans 
that  the  team  is  ready  to  “get  back  to  the 
love,  back  to  you.” 

“We  have  realized  that,  while  we  were 


trying  to  gain  something,  we  almost  lost 
something  in  the  process,”  the  Magic  letter 
continues.  “That  something  is  you.” 

The  letters,  signed  either  by  team  own¬ 
ers  or  players  and  coaches,  are  seen  as  an 
obvious  way  to  address  the  issue  of  the 
lockout  and  seek  forgiveness. 

“It’s  unusual.  Mostly  they  Just  try  to  sell 
tickets,”  says  Rich  Caputo,  a  Philadelphia 
Inquirer  advertising  representative  who 
handles  the  newspaper’s  76er  account. 
“They  want  to  get  fans  back  in  the  stadium.” 

For  NBA  cities  that  have  no  other  major 
sports  franchise,  such  as  Orlando,  Portland 
or  Charlotte,  the  fix  is  even  more  critical.  In 
those  towns,  the  lockout  dealt  a  more  seri¬ 
ous  blow  to  sports  enthusiasts  because  they 
had  no  other  leading  sport  to  fill  the  void. 

“A  lot  of  NBA  franchise  cities  need  to 
work  hard  to  regain  that  fan  base  that  can 
slip  away,”  says  Amy  Greene,  an  Orlando 
Sentinel  sales  representative  who  handles  Or¬ 
lando  Magic  ad  sales.  “Everybody  right  now 
is  down  on  the  NBA.  Fans  are  fhistrated.” 

Sports  marketing  professionals  say  the 
effort  to  speak  straight  to  fans  through  the 
local  paper  is  good  but  may  not  bring 
everyone  back  right  away. 

“There  will  always  be  a  small  percentage 
of  cynical  fans  who  are  gone  and  will  not 
come  back,”  says  Bob  Williams,  president 
of  Chicago-based  Bums  Sports  Marketing. 
“But  (the  teams)  are  going  about  it  the  right 
way.  Fans  crave  for  their  players  to  reach 
out  to  them  and  your  average  fan  wants  to 
see  the  game  being  played.” 


Fourth  Estate 

Continued  from  page  23 

TRIBUNE 

In  spite  of  a  strong  fourth-quarter  showing 
by  the  publishing  division.  Tribune  Co. 
reported  flat  earnings  on  an  8%  revenue  gain. 

Operating  profits  from  newspapers 
climbed  1 1%  to  $100  million  for  the  quar¬ 
ter  ended  Dec.  27,  as  prices  for  newsprint 
and  ink  held  firm  and  growth  in  ad  revenue 
decelerated  to  a  3%  pace,  from  6%  in 
fourth-quarter  1997. 

Overall,  Tribune  posts  quarterly  net 
earnings  close  to  last  year’s  $113  million, 
while  revenues  rose  8%  to  $765  million. 
Net  losses  from  investments  in  Internet 
operations  and  the  WB  Network  narrowed 
to  $5  million,  from  $9  million  in  fourth- 
quarter  1997. 

For  the  full  year,  net  income  rose  5% 
to  $414  million,  while  revenues  climbed 
10%  to  $2.9  billion,  as  Tribune  reported 
steady  growth  in  all  three  divisions:  pub¬ 
lishing;  broadcasting  and  entertainment; 
and  education. 

Chairman  John  E.  Madigan  says  1998 
was  the  seventh  consecutive  year  of  earnings 
growth  and  predicts  a  10%  gain  this  year. 

WASHINGTON  POST 

The  Washington  Post  Co.  reports  lower 
earnings  in  the  fourth  quarter  and  in  the 
full  year. 

The  company,  which  publishes  The 
Washington  Post  and  Newsweek,  reports 
fourth-quarter  net  income  fell  30%  to 
$63.8  million  compared  with  the  same 
year-earlier  period. 

The  company’s  fourth-quarter  results 
were  affected  by  the  sale  of  its  ownership 
in  two  newsprint  and  timber  companies 
in  1997  and  the  sale  of  its  interest  in 
Cowles  Media  Co.  and  14  small  cable  sys¬ 
tems  in  1998. 

Discounting  those  items  in  1997,  the 
company’s  net  income  would  have  risen 
2%  in  the  fourth  quarter  and  fallen  6%  to 
$222  million  for  the  year. 

Revenues  in  the  fourth  quarter  rose  13% 
to  $591  million.  For  the  year,  revenues 
gained  8%  to  $2.1  billion,  partly  due  to 
growth  at  the  company’s  broadcast  and 
cable  operations. 

In  the  newspaper  division,  final-quarter 
revenues  rose  7%  over  the  year-ago  period, 
boosted  by  a  4%  gain  in  advertising  rev¬ 
enue  at  the  Washington  Post.  Gains  were 
offset  by  higher  newsprint  and  new  media 
expenses  and  the  expansion  of  printing 
facilities  at  the  Post. 

In  the  broadcast  division,  local  and 
political  advertising  revenue  gains  helped 
boost  operating  revenues  by  6%  in  1998. 
Cable  division  revenues  gained  16%.  H 
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Interactive  Newspapers  ’99 


It’s  a  long  way  from  Seattle  to  Atlanta, 
and  not  just  in  terms  of  geography.  Since 
Editor  &  Publisher’s  1998  Interactive 
Newspapers  conference  in  Seattle,  the 
online  news  industry  has  seen  rapidly 
changing  technology,  quickly  growing  audi¬ 
ences  and  some  surprising  mergers. 
Attendees  at  E&P’s  lOth  annual  confer¬ 
ence,  held  this  year  in  Atlanta,  will  have  a 
chance  to  focus  on  what  the  changes  of  the 
last  year  will  mean  for  the  future. 

Ever  since  the  release  of  the  Starr  Report 
on  the  Internet  by  the  House  of 
Representatives,  the  audience  for  online 
news  has  grown  tremendously.  A  recent 
study  from  the  Pew  Research  Center  for  the 
People  and  the  Press  finds  that  a  quarter  of 
all  Americans  now  get  news  from  the  Web  at 
least  once  a  week.  The  increasing  influence 
of  the  Web  as  a  news  vehicle  is  sure  to  be  a 
topic  at  this  year’s  conference. 

Web  reporters  and  editors  aren’t  the  only 
ones  who  will  benefit  from  attending 
Interactive  Newspapers  '99.  Topics  to  be 
discussed  include  online  advertising,  mar¬ 
keting,  e-commerce  and  legal  issues.  Listed 
below  are  the  technology  and  service  ven¬ 
dors  who  will  exhibit  at  this  year’s  confer¬ 
ence.  Company  descriptions  were  provided 
by  the  companies  themselves. 

ABC  Interactive 

Booth  66;  (800)  285-2220 
http://www.abcineteractiveaudits.com 
ABC  Interactive,  a  wholly  owned  sub¬ 
sidiary  of  ABC,  provides  both  Web  site 
activity  and  advertiser-specific  activity 
Audit  Reports.  Audits  are  conducted  for 
clients  such  as  Yahoo!,  Lycos,  PointCast, 
America  Online  and  Momingstar. 

Accrue  Software,  Inc. 

Booth  22;  (888)  4-ACCRUE 
http;//www.accrue.com 
Accrue’s  e-business  analysis  solution  for 
online  publishers  provides  information 
needed  to  enhance  a  Web  presence,  attract 
readers  and  maximize  marketing  impact. 

Accu Weather,  Inc. 

Booth  100;  (800)  235-8600 
http://www.accuweather.com 
AccuWeather  is  the  leading  supplier  of 
weather  onto  Internet  Sites  and  also  sup¬ 
plies  20  other  types  of  content. 


Adhesive  Software,  Inc. 

Booth  23;  (512)  41^-1349 
http://www.adhesive.com 
Adhesive  Software  is  an  industry  leader  in 
the  development  of  Internet  publishing  and 
e-commerce  solutions  for  the  newspaper 
and  magazine  industries. 

ACI— OPENPAGES 
Booth  y/i;  (413)  256-1 147 
http://www.aci-openpages.com 
ACI-OPENPAGES  is  a  multimedia  publish¬ 
ing  system  for  print,  broadcast  and  online 
publishing.  One  powerful  content  manage¬ 
ment  database  drives  all  media  output, 
including  dynamic  web  page  building. 

AdStar 

Booth  60;  (888)  4-ADSTAR 

http://www.AdStar.com 

AdStar  is  the  leader  in  remote  advertising 

sales  solutions  for  the  newspaper  industry 

with  Internet,  dial-up  and  fax  products. 

Advanced  Telecom  Services 
Booth  114;  (800)  241 -mi 
Advanced  Telecom  Services’  Voice 
Personals  increases  reader  satisfaction  and 
entertainment  value  while  bringing  more 
revenue  to  you. 

Atex  Media  Solutions 

Booth  7;  (800)  433-ATEX 
http://www.atex.com 

Atex  Media  Solutions  is  a  leading  world¬ 
wide  supplier  of  publishing  solutions  for  the 
collection,  processing,  management  and 
distribution  of  information  by  newspapers. 

Auction  Universe 
Booth  93;  (m)  455-5110 
http://www.auctionaniverse.com 
Auction  Universe,  the  world’s  largest,  safest 
online  auction  network,  is  the  only  one  pro¬ 
viding  a  consumer  protection  program, 
BidSafe,  with  a  money  back  guarantee  on 
all  transactions. 

Autonomy,  Inc. 

Booth  II;  (415)  243-9955 
http://www.autonomy.com 
Autonomy’s  products  for  Knowledge 
Management  and  New  Media  save  time, 
labor  and  money  by  automatically  catego¬ 
rizing,  linking,  personalizing  and  searching 


large  volumes  of  information. 
bankrate.com 

Booth  103;  (561)  627-7330,  ext.  292 

http://www.bankrate.com 

You  CAN  find  Intelligent  Life  on  the  Web  — 

at  our  cutting  edge  consumer  finance  sites, 

including  www.consejero.  com,  www.the- 

whiz.com,  and  www.  garzarelli.  com 

BellSouth  IntelliVentures 

Booth  35;  (888)  438-7330 

http://www.yp.bellsouth.com 

The  real  yellow  pages  ONLINE  from 

BellSouth  offers  valuable  advertising 

opportunities  for  businesses  to  promote 

their  products  and  services  on  the  Internet. 

Business  Wire 
Booth  4;  (770)  953-6555 
http://www.businesswire.com 
Business  Wire  is  the  leading  electronic  dis¬ 
seminator  of  financial  and  product  news 
releases,  photos,  advisories,  and  features 
from  large,  medium  and  small  companies 
and  organizations  worldwide. 

Capitol  Advantage 
Booth  20;  (800)  659-8708 
http://capitoladvantage.com 
Capitol  Advantage  provides  Web  systems  to 
many  media  sites  that  allow  users  to  identi¬ 
fy  and  contact  elected  officials. 

Classified  Ventures,  LLC 

Booth  25 ;{3\2)  575-2700 
http://www.classifiedventures.com 
Classified  Ventures  provides  nationally 
branded  online  services  for  the  emerging  e- 
commerce  opportunities  in  the  classified 
advertising  marketplace  that  build  upon  the 
capabilities  and  local  expertise  of  a  national 
affiliate  network. 

Curiocity’s  FreeZone 

Booth  70;  (312)  573-3800 
http://freezone.com 

Curiocity  for  Kids  is  Where  Kids  Connect. 
Stop  by  our  booth  and  learn  how  Curiocity’s 
FreeZone  can  help  connect  you  with  the 
NetGeneration  and  increase  your  online 
presence  for  kids. 

Doubleclick  Inc. 

Booth  79;  (212)  683-0001 
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http://www.doubleclick.net 
Doubleclick  is  the  global  Internet  advertis¬ 
ing  solutions  company.  Combining  state-of- 
the-art  technology  and  media  expertise, 
Doubleclick  successfully  centralizes  plan¬ 
ning,  execution,  tracking  and  reporting  for 
online  media  campaigns. 

Dow  Jones  &  Company,  Inc. 

Booth  6;  (800)  369-7466,  ext.  4321 
http://djinteractive.com 
Dow  Jones  Interactive  is  the  only  online  ser¬ 
vice  created  by  publishers  to  meet  the 
intense,  diverse  information  needs  of 
today’s  fast-paced  newsrooms. 

EdgeNet  Media 

Booth  99;  (615)  371-0887 
http://www.edge.net 

EdgeNet  Media  specializes  in  Web  based 
software  development  and  provides  turn-key 
Internet  solutions  for  business  and  home. 

Edgil  Associates,  Inc. 

Booth  76;  (978)  251-9932 
http://www.edgil.com 

The  latest  in  revenue  producing  online 
advertising  software:  AdParse,  WebCentral, 


Recruitment  Center  and  Ads  to  Go,  which 
breaks  up  display  ads  into  single  searchable 
online  ads. 

Electrografix  New  Media 

Booths  83/106;  (314)  429-7490 
http://www.electrografix.com 
Electrografix  New  Media’s  publishing  tools 
target  the  revenue  producing  areas  of  online 
media  by  merging  existing  media  with 
developing  technologies. 

Engage  Technologies 

Booth  68;  (888)  622-2244 

http://www.engage.com 

Engage  Technologies  develops  and  markets 

precision  online  marketing  solutions  to 

identify  and  reach  your  audience. 

Booth  109 

Visit  Engage  Technologies  Partners:  Inso, 
worldwide  leadership  in  electronic  publish¬ 
ing  and  content  management;  net.Genesis, 
leading  provider  of  e-business  intelligence 
solutions. 

E-The  People 

Booths  15/16/17/18;  (8(K))  646-9669 
http://www.e-thepeople.com 


Give  your  users  the  power  to  reach  170,000 
officials  in  7,800  cities  with  America’s 
Interactive  Town  Hall. 

Family  Features  Online  Services 

Booth  5;  (800)  800-5579 
http://www.culinary.net 
The  Internet  Food  Section  is  a  free  food  & 
beverage  content  package  for  online  newspa¬ 
pers.  Partners  retain  all  advertising  revenues. 

FutureTense,  Inc. 

Booths  95/96;  (978)  635-3600 
http://www.futuretense.com 
The  FutureTense  Internet  Publishing 
System  streamlines  the  development,  pro¬ 
duction,  and  maintenance  of  large,  dynamic 
Websites  through  the  integration  of  content 
management,  workflow,  design  and  editori¬ 
al  services,  and  publication  management. 

Gannett  Media  Technologies 
International  (GMTI) 

Booths  85/86;  (8(X))  801-377 1 
http://www.gmti.com 

GMTI  is  a  software  developer  and  systems 
integrator  serving  the  printing  and  pub¬ 
lishing  industry. 


Today  more  newspapers  than  ever  are 
choosing  to  publish  on  the  internet. 

And  the  company  they're  turning  to 
is  InfiNet.  Because  at  InfiNet,  we  take 
care  of  the  complicated  internet  know-how 
and  let  you  concentrate  on  the  newspaper 
business.  We  provide  the  technical 
expertise,  the  network,  all  the  bandwith 
a  newspaper  could  want,  the  hardware 
platforms,  and  the  online  publishing 
and  software  tools.  Everything  you  need 
to  deliver  your  paper  to  the  world. 

tmEmuMTi 

GESB'im 

w»SEeoNBm 

♦  * 

InfiNet 

Delivers: 

Online  Products  &  Tools  £ 

Comprehensive  Hosting  m 

24/7  Support 

Training 

1-800-391-8760 

solutions@infi.net 

Mre  know 
newspapers. 

1  Visit  us  at  Interactive  Newspapers  -  Booth  36  \ 
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GCN  Publishing 

Booths  74175;  (888)  426-0010 
http://www.gcnpublishing.coni 
We  provide  complete  Internet  solutions  for 
publishers,  including  site  design,  editorial 
and  corporate  intranets,  sales  and  marketing 
extranets,  Web  hosting  and  new  media  sales 
training. 

GE  -  Westport/Employers 
Reinsurance  Corporation 

Booth  108;  (800)  243-4120 
http://www.westportins.com 
Westport  Insurance/Employers  Rein¬ 
surance  Corp.  is  a  leading  insurer  of  Media 
and  High-Tech  companies  against  liability 
for  Intellectual  Property  Infringement, 
Libel,  and  Errors  and  Omissions. 

Global  Software  Consultants,  Inc. 

Booth  29;  (407)  365-3766 
http://www.gscinc.com 
GSC,  Inc.  is  a  leader  in  developing  and 
integrating  E-Commerce  and  Business  to 
Business  Solutions  quickly  and  economi¬ 
cally  for  Intemet/Intranet  based  projects. 

GolfServ  Online,  Inc. 

Booth  107;  (773)  755-0551 

http://www.golfserv.com 

GolfServ  provides  Web  publishers  a  fully 

branded,  turnkey  .solution  to  offer  golfers  a 

high  quality  suite  of  online  golf  content  and 

services. 

HealthStreet  Interactive 

94;  (201)  585-9705 
http://www.healthstreet.com 
HealthStreet  Interactive  is  an  electronic 
publishing  company  whose  mission  is  to 
empower  the  consumer  with  high-quality 
healthcare  information. 

HireSystems,  Inc. 

Booth  26;  (805)  569-2739 
http://www.hiresystems.com 
HireSystems  is  a  growing  provider  of  news¬ 
paper  response  management  services  for 
their  recruitment  advertisers  and  the  leading 
provider  of  end-to-end,  integrated  hiring 
management  solutions. 

IBM 

Booths  61/62;  (212)  745-2229 
http://w  w  w.  i  bm  .com 

IBM  e-business  technology  brings  to  news¬ 
paper  publishers  revenue  enhancing  solutions 
leveraging  personalization,  e-commerce, 
media  asset  management,  electronic  work- 
flow,  and  content  distribution,  delivered 
through  worldwide  and  consulting  services. 


Real  products,  real  solutions.  A  place  to 
profit  on  the  Web. 

Iceni  Technology 

Booth  101;  44-0-1-603-474-831 

http://www.iceni.com 

Software  for  getting  editorial  content  and  dis¬ 
play  ad  content  onto  the  Web.  Used  by  lead¬ 
ing  U.S.  publishers  and  service  providers. 

InfiNet 

Booth  36; (800) 391-8760 
http://www.infi.net 

InfiNet  offers  complete  Internet  solutions 
for  newspapers  which  include:  Web  site 
hosting,  a  suite  of  classified  products,  ad 
management  tools,  archives,  community 
publishing  and  chat  applications. 

Infonautics  Corporation 

Booth  39;  {2\2)  344-4040 
http://www.infonautics.com 
Infonautics  is  a  leading  provider  of  e-com¬ 
merce  online  archive  solutions  to  the  news¬ 
paper  publishing  community. 

Infosis  Corporation 

Booth8;{2\2)  808-5515 
http://www.infosiscorp.com 
We  put  your  print  pages  on-line.  Our  tools 
allow  easy,  fast  Web  publishing  using  the 
best  interface  —  your  own  pages. 

Inman  News  Features 

Booth  107;  (800)  775-4662 

http://www.inman.com 

The  world’s  leading  real  estate  news  and 

information  company.  Inman  News  features 

distributes  news  and  features  to  over  500 

media  outlets 

Intelihealth,  Inc. 

Booth  80;  (888)  244-4636 
http://www.intelihealth.com 
InteliHealth^*^,  a  Joint  venture  between 
Aetna  U.S.  Healthcare^^''^  and  Johns  Hopkins 
University  and  Health  System,  is  a  media 
company  that  provides  comprehensive  and 
credible  information  about  all  aspects  of 
health  and  well-being  compiled  from  the 
most  trusted  sources  in  the  health  industry. 

Interactive  Pictures  Corporation 

Booths  89190;  (888)  909-IPlX 
http://www.ipix.com 

Allow  readers  to  visually  step  inside  the 
picture  with  IPIX  technology  to  see  ,360®  in 
any  direction  on  the  Web. 

Internal  Revenue  Service 

Booth  115;  (916)  636-7703 


http://www.irs.ustreas.gov 
The  IRS  Corporate  Partnership  program 
enlists  business  to  help  the  IRS  make  tax 
materials  more  accessible  to  taxpayers. 
Participating  businesses  encourage  their 
employees  to  obtain  tax  materials  at  work 
via  electronic  means  such  as  the  free  CD- 
ROM  we  offer,  the  Internet,  or  by  photo¬ 
copying  forms  and/or  instructions  from  a  set 
of  materials  that  are  kept  at  a  centralized 
location  in  the  business. 

Internet  Tradeline,  Inc. 

Booth  1;  (212)  997-6877 
Internet  Tradeline,  Inc.  builds  online  shopping 
malls  sponsored  by,  and  in  partnership  with, 
leading  newspaper  publishers.  These  online 
shopping  malls  are  populated  with  turnkey  e- 
commerce  enabled  online  retail  stores. 

Intype,  Inc. 

Booth  71;  (206)  301-5000 
Your  competitors  are  a  click  away.  Build 
the  power  of  community  into  your  content 
with  Intype.  A  subsidiary  of  Alki  Software 
Corporation. 

Investment  Challenge  Corp. 

Booth  88;  (800)  487-3862 
http://www.ichallenge.net 
ICC  is  a  leading  investment  education  and 
entertainment  company  that  has  been  pro¬ 
viding  interactive,  investment  simulations 
since  1994.  ICC  can  provide  a  “tum-key,” 
co-branded  stock  market  game  for  your 
online  publication  resulting  in  increased  use 
of  your  business  section. 

I/PRO 

Booth  73;  (650)  226-2700 
http://www.ipro.com 

I/PRO  is  a  leader  in  World  Wide  Web  traffic 
verification,  analysis  and  research.  The 
company  analyzes  and  validates  activity, 
which  enables  marketers  to  understand  their 
online  business  and  improve  the  effective¬ 
ness  of  their  site. 

ISN  Internet  Sports  Network 

Booth  110;  (604)  684-1880 
http://www.sportspool.com 
ISN  operates  highly  .sophisticated  interac¬ 
tive  sports  contests  and  promotions. 
Contestants  participate  through  the  Internet, 
by  automated  telephone  or  fax  response. 

IT  Network 

Booth  10;  (972)  753-8200 
http://www.sourcemedia.com 
Source  Media  is  a  leader  in  localized  new 
media  content,  advertising  and  technology. 
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Source  Media’s  Interactive  Agency,  IT 
Network,  provides  streaming  media  con¬ 
tent  and  advertising  services  over  PC,  tele¬ 
phone  and  digital  cable  TV.  Source  Media 
Streaming  Audio  delivers  more  than  15,000 
vertically  targeted,  advertiser-driven  audio 
programs. 

Journal  Square  Interactive 

Booth  /9;  (201)  459-2828 
http://www.jsq.com 

Home  of  rain  or  shine  weather  and  other 
great  syndicated  products  —  Instant 
improvements  for  your  Web  site. 

KOZ  inc. 

Booth  67:  (9 \9)  767-1061 
http://www.koz.com 

KOZ  is  reinventing  community  online. 
KOZ  helps  real-world  groups  extend  them¬ 
selves  online  through  its  flagship  product, 
the  Community  Publishing  System. 

Los  Angeles  Times  Syndicate  New 
Media 

Booth  91:  (8(X))  528-4637 
http://www.timeslink.com 
The  syndicate's  New  Media  division  draws 
upon  top  quality  content  to  create  Web- 
ready  products  that  make  sites  sizzle. 

MediaStream 

Booth  59:  (m))  888-6195 
http://www.krmediastream.com 
MediaStrea.  incorporates  PressLink.  SAVE 
and  Newslibrary,  enabling  publishers  to 
acquire  text  and  images,  publish,  archive, 
then  sell  that  content  through  worldwide 
distribution  channels. 

methodfive 

Booth  /04.-  (212)  539-09(K) 
http://www.methodrive.com 
A  leading,  full-service  Web  development 
firm,  methodfive  offers  a  distinctive  range 
of  Internet  solutions,  from  interface  de-sign, 
to  strategic  consulting,  to  support  and  main¬ 
tenance. 

Nando  Media 

Booth  40:  (919)  836-57(X) 
http://www.nandomedia.com 
Web  publishing  pioneer  Nando  Media  has 
solutions  for  development  and  strategic 
hosting  as  well  as  news  and  information  co¬ 
branding  opportunities. 

Nevermissasale.com 
Booth  105:  (800)  997-8436 
http://www.nevermissasale.com, 
http://sendusyoursale.com 


Our  unique  system  allows  interactive  news¬ 
papers  to  create  a  new  revenue  stream  from 
local  advertisers  while  providing  dynamic 
shopping  content  to  their  users. 

New  Horizons  Team™ 

Booth  14:  (888)  NHT-TEAM 
http://www.pottsville.com 
A  solutions  integrator  for  small  and  medium 
size  newspapers.  Products  include  tele¬ 
phone  directories,  voice  systems,  and  multi- 
media  publishing  solutions. 

NewsBank,  inc./Readex 

Booth  38:  (m)  762-8182 
http://www.newsbank.com 
Publisher  of  information  products,  curricu¬ 
lum  materials  for  schools,  libraries,  col¬ 
leges,  and  research  centers. 

News  Venturer 

Booth  112:  (703)  328-7375 
News  Venturer  is  a  new  Web  publishing  and 
site  navigation  technology  designed  for 
high  volume  site  publishers  that  matches  the 
way  people  read  newspapers  to  the  Internet. 

Nextron  Communications 

Booth  92:  (8(K))  328-6802 
http://www.nextron.com 
Nextron  provides  innovative  technology 
and  service  solutions  behind  the  scene  that 
enable  publishers  to  offer  Web  presence  to 
their  advertisers. 

NFO  -  AD:IMPACT 

Booth  21:  (203)  618-8793 
http://www.nfor.com 

The  leading  provider  of  local  Web  advertis¬ 
ing  measurements,  showing  the  strength  of 
newspapers  versus  competitors  in  27  mar¬ 
kets  as  well  as  print  newspaper  —  local 
Web  media  migration. 

Nordby  International 

Brw//;  42;  (303)  938-1877 

http://www.nordby.com 

Nordby  offers  customized  financial  content 

packages  that  include  full  market  coverage, 

local  data  and  extensive  research  tools  to 

track  individual  stocks  of  interest. 

Paper.net 

Booth  102:  (503)  292-2718 
http://www.paper.net 

Online  real  estate  solutions,  technical  and 
marketing  support,  for  publications. 

Pentawave 

Brwr/i  24;  (800)  413-2342 
http://www.pentawave.com 


Pentawave  designs  new  media  software 
that  increases  print  classified  advertising 
revenue  and  new  media  revenue 
simultaneously. 

Pickem  Sports,  Inc. 

Booth  87:  (800)  809-1 148 
http://www.pickem.com 
Engaging  Web-based  contests  which  gener¬ 
ate  sponsorship  revenue,  users,  demograph¬ 
ic  info,  and  compelling  content.  Clients 
include  Yahoo!.  Excite,  GolfWeb,  O  Globo 
and  many  more. 

PostalWorks  LLC 

Booth  ///;(212)  244-7771 
http://www.postalworks.com 
High-volume  personalized  business-to-busi- 
ness  and  business-to-consumer  messaging 
solutions.  Automated  email  publishing  ser¬ 
vices  and  software  that  convert  anonymous 
Web  traffic  into  repeat  customers. 

Poweradz.com  LLC  (AdQuest 
ClassiHeds) 

Booth  62:  (8(K))  676-9376 
http://poweradz.com.  http://adquest3d.com 
AdQuest  is  an  online  advertising  network 
created  to  increase  newspaper  ad  sales  by 
expanding  its  presence  and  audience  alike. 

PR  Newswire 
Booth  65:  (8(X))  832-5522 
http://www.pmewswire.com 
PRN  is  the  world's  leading  electronic  distrib¬ 
utor  of  news  releases  to  the  media  and  finan¬ 
cial  community.  Journalists  can  register  on 
their  own  Web  site  at  www.pmmedia.com. 

Real  Media,  Inc. 

Brw//;  46;  (212)  725-4537 
http://www.realmedia.com 
Real  Media  is  an  Internet  marketing  solu¬ 
tions  company  that  provides  technology  and 
services  to  Internet  publishers. 

Reed  Technology  &  Information 
Services  and  NewsView  Solutions 
Booth  32:  (800)  872-2828 
http://www.reedtech.com, 
http://www.newsviewsolutions.com 
NewsView  Solutions  presented  by  Reed 
Technology  is  a  complete,  scalable 
solution  of  text  and  photo  archiving 
and  complex  Web  construction  with 
management  tools. 

RegionOnline 

Booth  52:  (888)  865-7624 
http://www.regiononline.com 
RegionOnline,  a  service  of  RNCi,  is  a 


48 


EDITOR  &  PUBLISHER  /  JANUARY  30.  1999 


www.mediainfo.com 


national  network  of  regional  community 
Web  guides  that  are  developed  through 
partnerships  with  media,  community 
organizations  and  local  businesses  using 
self-publishing  community  tools. 

SeeItFirst.com 

Booth  117;  {510)  445-8730 
http://www.seeitfirst.com 
SeeltFirst.com  has  created  a  video  portal 
that  provides  a  fun,  innovative  and  efficient 
means  to  shop  on  the  Internet.  Its  patent- 
pending  interactive  video  provides  unique, 
easy  and  useful  ways  to  showcase  products, 
destinations,  and  services  on  the  Internet. 

SocialNet,  Inc. 

Booth  3;  (888)  2RELATE 
http://www.socialnet.com 
SocialNet  provides  media  companies  with 
ancillary  revenue  opportunities  through  its 
innovative  subscription-based  social  net¬ 
working  services  including  JustPlay!,  rela- 
tionships.com,  and  WorkingNetwork. 

SportsMark  Promotions,  Inc. 

Booth  110; (403) 259-6160 
http://www.sportsmark.com 
Leading  operator  of  sports  fantasy  promo¬ 
tions  and  contests  in  North  America. 
Thirteen  years  of  successful  operations 
with  70  newspapers  and  over  1  million 
contestants  in  1 998. 

StationPoint 
Coupons  Now 
Booth  116;  (888)  545-4854 
http://www.couponsnow.net, 
http://www.stationpoint.com 
The  leading  Internet  solution  for  local 
online  couponing  providing  total  sales,  mar¬ 
keting,  and  technical  support  to  partnering 
newspapers  throughout  the  country. 

STATS,  Inc. 

Booth  69;  (847)  676-3322 
http://www.stats.com 

The  nation’s  leading  independent  sports  data 
and  statistical  analysis  company.  Addi-tionally, 
a  turnkey  developer  and  operator  of  cus¬ 
tomized  fanta.sy  games  for  commercial  clients. 

Stauffer  Media  Systems 
Booth  30;  (417)  782-0280 
http://www.stauffergold.com 
SMS  will  feature  QUADRANT,  an  online 
classified  system,  available  as  either  a  ser¬ 
vice  bureau  or  as  a  system  purchase  for  on¬ 
site  installation.  Also  displayed  will  be 
INTERCONNECT,  providing  online  access 
to  the  SMS  GOLD  LIBRARY. 


The  Associated  Press 
Booth  37;  (212)  621-7200 
http://wire.ap.org,  http://www.ap.org 
The  Associated  Press  —  Your  Source  for 
Multimedia  News  for  More  Than  150  Years. 

The  Software  Construction  Company 
Booth  75;  (800)  201-1161 
http://www.swcc.com 

see  is  a  software  development  company 
providing  Media  Asset  Management  solu¬ 
tions  to  the  publishing  industry. 

The  Sports  Network 

Booth  27;  (800)  227-7249 

http://www.sportsnetwork.com 

The  Sports  Network  is  the  industry  leader 

in  the  development  of  customized  dynamic 

sports  content  for  newspapers  on  the  Web. 

Thomson  Interactive  Media 

Booths  63164;  (888)  425-1044 
http://wire.ap.org;  www.tim.com 
T.I.M.  provides  an  integrated  suite  of  prod¬ 
ucts  designed  to  generate  online  profits. 
Classifieds,  Directories,  Guides,  Web  Site 
Builders  and  Real  Estate  Verticals. 

Ticketmaster  Online  -  CitySearch 

Booth  84;  (626)  405-0050 
http://www.citysearch.com;  www.ticket- 
master.com;  /www.cityauction.com 
Ticketmaster  Online  -  CitySearch  is  a  leading 
provider  of  local  city  guides,  local  advertising, 
and  event  ticketing  on  the  Internet. 

Total  Sports,  Inc. 

Booth  33;  (888)  832-8296 
http://info.totalsports.net 
Total  Sports  is  a  sports  media,  information 
and  technology  partner.  We  provide  innova¬ 
tive  solutions  for  sports  marketing  with 
Internet  technology. 

Tribune  Media  Services 

Booths  54;  (800)  245-6536 
http://www.tms.tribune.com 
Headquartered  in  Chicago,  Tribune  Media 
Services  is  a  leading  provider  of  information 
and  entertainment  products  to  newspapers 
and  electronic  media. 

TV  Data 

Booth  31;  (800)  338-8838 
http://www.tvdata.com, 
http://www.clicktv.com 
World’s  largest  TV  information  company 
serving  newspapers  for  30-(-  years.  Dynamic 
online  content,  www.clicktv.  com,  the  cus¬ 
tomizable,  brandable  and  searchable 
turnkey  TV  listings  Web  site. 


United  Media 

Booth  34;  (800)  221-4826 
http://www.unitedmedia.com 
United  Media  is  an  information  and  enter¬ 
tainment  company  that  develops  and  mar¬ 
kets  150  comic  strips  and  editorial  features 
worldwide. 

Universal  New  Media 
Booths  97/98;  (800)  255-6734 
http://www.uexpress.com 
Universal  New  Media,  sister  company  of 
Universal  Press  Syndicate,  provides  enjoy¬ 
able  and  informative  audience-drawing  con¬ 
tent  for  publication  in  online  newspapers. 

UPI 

Booth  28;  (800)  809-4UPI 
http://www.upi.com 

For  over  90  years.  United  Press 
International  has  delivered  up  to  the  minute 
coverage  of  news,  world  events  and  features 
—  24  hours  a  day,  seven  days  a  week. 

Verity,  Inc. 

Booth  77;  (408)  541-1500 

http://www.verity.com 

Verity  is  the  recognized  market  leader  in 

text-based  knowledge  retrieval  applications 

for  the  Internet,  enterprise-wide  networks 

and  electronic  publishing. 

Waveshift  Technologies 
Booth  41;  (800)  329-7324 
http://www.waveshift.com 
Waveshift  provides  YourTown.net,  a  com¬ 
munity  publishing  solution  used  in  large  and 
small  markets  due  to  outstanding  functional¬ 
ity,  easy  maintenance  and  affordability. 

Westech  Virtual  Job  Fair 

Booth  9;  (408)  970-8800 
http://www.vjf.com 

The  largest  high-tech  only  career  site,  with 
over  25,000  job  listings  plus  career  articles 
and  Westech  Career  Expo  information. 

Any  questions?  Jill  Martin,  831-625-6902 

Worldwide  Data  Solutions,  Inc. 

Booth  59;  (800)  246-6300 
Since  1989,  San  Francisco-based 
Worldwide  Data  Solutions  has  provided 
quality,  economical  offshore  data  conver¬ 
sion  services  to  U.S.  publishing  clients. 

Zip  2  Corporation 

Booth  44;  (650)  429-4400 
http://www.zip2.com 

Zip2  is  introducing  a  new  media  platform  that 
combines  portal  features  and  functionality 
with  deep  local  content. 
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FEATURES 

AVAILABLE 


ASTROLOGY 


FEATURES  AVAILABLE 


PHOTOS 


ADVICE/HUMOR 


“The  Ann  Landers  for  people 
who  don't  wear  Depends” 

“Ask  The  Advice  Goddess,”  by  Amy 
Alkon,  is  a  hilarious  but  practical  new 
syndicated  column  picked  up  by  53 
papers  in  just  over  a  year.  In  alternative 
weeklies  and  weekend  entertainment 
sections  of  dailies. 

(3 1 0)  306-6 1 60  /  flame777 @  aol.com 


_ ANTIQUES _ 

ONE  OF  AMERICA'S  Liveliest  weekly 
columns  just  happens  to  be  about  anti¬ 
ques.  www.antiquetalk.com 


Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@time-data.com 


CARTOONS 


CARTOONS/Graphic  design:  Samples 
www.ecobb.com  Big  Al  (678)  777- 
7770.  bigalcartcxjns@mindspring.com 

ENTERTAINMENT 

"HollywocxI  Behind  the  Scenes" 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (8(X))  959-9977 

FAX  your  ad  to 
212  4929  ♦1259 


FREE  Special  Section  Editorial 
Package.  For  a  limited  time,  get  six 
special  section  editorial  packages  for 
the  price  of  five.  Visit 
www.powerprose.com  for  the  very  best 
in  low-cost,  syndicated  features. 

MIDEAST  ARAB  AMERICAN  ISSUES 
COLUMN  Humor  Somber  Researched 
Insightful  Professional  Journalist, 
informed  activist.  Weekly  (708)  403- 
1 203  www.hanania.com 

INTERNET  &  TECHNOLOGY 

j  TechnologyFair.Com 

j  See  the  Tech  News  Center  for 
j  Tech  Editors  and  Journalists 

I  www.technologyfair.com 


NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 

WWW.  newsmakers .  net 


PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Coll  (800)  292-4308/(909)  766-761 7 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  2W-5794  Fax  (4(59)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 

TRAVEL 

FREE  4-WEEK  trial  of  Travel  The  Net, 
an  established,  low-cost,  weekly  col¬ 
umn  about  travel  services  on  the 
Internet;  visit  wvrw.travelthe.net 


ANNOUNCEMENTS 

BUSINESS  OPPORTUNITIES 

ADVERTISING -PARTNER 
For  2  weekly  newspapers.  Health  rea¬ 
sons.  Published  over  30  years.  P.O. 
Box  986,  Albuquerque,  NM  87103. 

BUSINESS  OPPORTUNITY 
NICHE  PUBUCATION 

Award  winning  Carolinas  based 
Senior  Publication  seeks  business  part¬ 
ners/entrepreneurs  for  expansion  in 
the  Southeast.  Openings  in  SC,  GA, 
FL,  TN,  KY,  MS,  VA,  AL,  and  LA.  Sales 
interest  a  must,  small  investment 
required,  could  be  interestir^  to  exist¬ 
ing  publishing  company.  Call  Linda 
Scovill,(919)493-59(!)0,ext.  101 
E-mail  nc50plus@aol.com  or: 

www.fiftyplus.com 

INVESTORS  WANTED 


ALTERNATIVE  NEWSWEEKLY  seeks 
startup  capital.  Largely  untapped 
Midwest  market  of  350,000.  (jreat 
return  on  investment.  (3 1 9)  322-2051 . 


NEWSPAPER  APPRAISERS 


24  HOURS -(51 6)  379-2797 
(727)  786-5930  Fax  (5 1 6)  379-38 1 2 
KAMEN  &  CO.  GROUP  SERVICES 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSCXIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  AAergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knovrles  Media  Brokerage  Services 

51 96  Benito,  #11,  Montclair,  CA 

91763 

(909)  626-6440  Fax  (909)  624-8852 


NEWSPAPER  BROKERS 


BILL  MATTHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call: 
(727)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligotion  of  course. _ 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)253-5016 
Wren  Barnett,  South  (828)  698-(X)21 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Northeast 
(508)  563-2835 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1  (XX) 

3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
5196  Benito,  #11,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://wviw.jmpc.net _ 


MICHAEL  D.  UNDSEY 
Experienced  -  Confidential 
6645-5  RedmontCH,  Mesa,  AZ  85215 
(602)  807-7791  FAX  (602)  807-7795 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


THOMAS  C.  BOLITHO 
Newspaper  broker/apprc 


Newspaper  broker/appraiser 
“A  tradition  of  service 
to  the  newspaper  industry” 
BOLITHO-TAVlOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)  421-9600 
E-mail;  bolitho@balitho.com 
http:/ /www.bolitho.com 


NEWSPAPERS  FOR  SALE 


CURRENT  USTINGS 
GOTO 
cribb.com 


KANSAS  twin  weeklies  grossing 
$500,000  with  nice  profit.  Wholesome 
area  for  family.  Easy  terms. 

Rickenbacher  Media,  (2 1 4)  265-9300 


MISSOURI  -  Terrific  weekly  serving 
major  metro  suburb.  Nice  growth 
opportunity.  Well  suited  for  owner- 
operator  or  group. 

NY- Solid  weekly  serving  southwest  part 
of  state.  Strong  growth  opportunity. 

Larry  Grimes,  W.B.  Grimes  Co. 
(301)253-5016 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 
Please  call  to  discuss  your  options  In  a  sale. 

Bolitho-Cribb 
&  Associates 

Publication  Brokerage  it 
Appraisals  since  1923 

406-586-6621 

Fax  406-586-6774 

John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  email:jcrtbb@lmt.net 


Confidential  Appraisal  for 
Estate,  ESOP,  Partners, 
Bank,  Tax,  Stock,  Assets 

For  a  listing  of 
publications  for  sale,  go  to 
www.cribb.com 


A  (X)N.\'<m 

Dedicated  to  Mailroom  Equip¬ 
ment,  Service,  and  Installation 

Specializing  in  Remanufactured 
SLS  and  Heidelberg  Inserters 
and  Spare  Parts 

Complete  Mailroom  Systems 

Skip  Connors  Terry  Connors 
Executive  VP  Director  of  Sales 

(508)  850-7945 
Fax  (508)  850-7951 
www.newstec.com 


NEWSPAPERS  FOR  SALE 


SOLID  growing  Texas  weekly,  5,900 
paid  circulation.  Revenue  $450,000. 
Priced  to  sell  on  attractive  terms. 
Rickenbacher  Media,  (214)  265-9300 


SOUTH  CAROLINA:  Shopper,  must  sell 
$75,000;  FLORIDA:  island  resort 
magazine  $150,000;  NEW  ENG¬ 
LAND:  Healthcare  monthly  $295,000; 
COLORADO:  Community  group 

$100,000.  Mayo  Communications, 
(813)971-2061. _ 


TWICE  WEEKLY  in  Texas  fast  growth 
area  with  4,400  paid  circulation. 
Dynamic  market.  Revenue  $460,000. 
Tremendous  potential.  Terms. 
Rickenbacher  Media,  (214)  265-9300 


VERY  PROFITABLE  Virginia  weekly  serv¬ 
ing  historic  area  with  6,500  paid 
circulation.  Revenue  $390,0()0. 
Rickenbacher  Media,  (214)  265-9300 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Chtxk  our  Kifenoia'S 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  IX-sci)  Dr..  Dalla.s,  TX  75225 
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PUBUCATIONS  FOR  SALE 


ANNOUNCEMENTS 


NEWSPAPERS  WANTED 

AFRICAN  AMERICAN  NEWSPAPER 
publishing  company  seeks  to  purchase 
Black  weekly  newspapers.  Confiden¬ 
tiality  maintainea.  Contact  Eric 
Kearney,  president,  Sesh  Communica¬ 
tions,  P.O.  Box  1691,  Cincinnati,  OH 
45201. 

Everyone,  without  exception,  is  search¬ 
ing  for  happiness 

Blaise  Pascal 


PUBUCATIONS  FOR  SALE 

LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 
LGP  is  owner/operator  of  approxi¬ 
mately  240  publications,  including  60 
daily  newspapers.  All  correspondence 
and  discussions  are  confidential.  Con¬ 
tact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W,  Harmony 
Neosho,  MO  64850 
Phone:  (417)451-1520 


ARTS  &  ENTERTAINMENT  monthly 
magazine  in  southern  Oregon,  10 
years  in  business.  Urgent,  must  sell. 
We  ore  currently  breaking  even,  but 
the  business  has  excellent  potential  for 
growth.  Asking  $45K.  Call  George  at 
(541 1482-2037.  Or  E-mail  at: 

gazette@opendoor.com 
Serious  inquiries  only. 


PUBLICATIONS  FOR  SALE 

MULTI-FACETED  PUBLISHING  business 
including  established  monthly, 
quarterly  tabloids  servicing  communi¬ 
ty/resort  market.  Profitable  prepress 
business.  Located  in  growing  but  still 
rural  area  of  beautiful  western  Vir¬ 
ginia.  Perfect  for  husband/wife  or 
semi-retired.  Call  (540)  249-5579. 


Editor  &  Publisher:  Your  communication  link 
to  the  newspaper  industry  every  week  since  1884. 


EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


_ MAILROOM _ 

1 372  NEWSPAPER  INSERTING 
AAACHINE.  Completely  refurbished  by 
AM  graphics.  Never  installed  since 
refurbish.  Still  in  crates. 

Call  Bill  Kanipe  (770)  428-5817 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218  Fax  (407)  273-901 1 

PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


MAILROOM 

PRESSES 

WANTED  TO  BUY 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 

Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

Refurbished  add  on  pockets 

MULLER  MARTINI  227 

KANSA  320  and  480  AVAILABLE 

Call  Mid- America  Graphics  at: 

(800)  356-4886 
www.midamericagraphics.com 

E-mail:  dkgeorge@midamerica- 
graphics.com 

DON’T  SELL  YOUR  PRESS 

Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Doily;  GOSS  Community 
Urbanite  Metro;  SOINA  D30  C96 

Tel:  (91 3)  648-2000 

Fax:  (913)648-7750 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 

Call  Chris  George  (800)  356-4886  or 
Fax  (81 6)  887-2762 
vrww.midamericagraphics.com 
E-mail:  dkgeorge@miclamerica- 
graphics.com 

WANTED  DEAD  OR  ALIVE 

Muller  Martini/Harris 

Inserters  &  Stitcher/Trimmers 

All  Mailroom  Equipment 

Joe  Scott  &  Associates,  IrK. 

(256)  997-9355/(256)  997-9656  Fax 

WANTED:  Presses  -  Inserters 

Call:  Bill  Kanipe  or  Al  Taber 

ALTA  Graphics  IrK. 

(770)  428-581 7  Fax  (770)  590-7267 

PRESSES 

CLARK  electric  forklift  (Newsprint  roll 
stacker).  Two-stage  mast  with  190-inch 
reach  (5  rolls),  1 450  lb.  capacity  with 
charger.  $2,000. 

Call  Patrick  at  (970)  887-3334 

METRO,  URBANITE,  COMMUNITY, 

SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)552-1528 

Fax  (770)  552-2669 

INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

1  ADTOCAU 

For  Pre  &  Auto-Pay  Subscriptions 
CIRCULATION  SERVICES,  INC. 
Fort  Collins,  Colorado 
We  convert  Non-Pay  Stops 
To  Pre-Paid  Subscribers 
Andy  Orr  (888)  343-0470 


1  ALTERNATIVE  THAT  WORKS 
CIRCULATION  DEVELOPMENT,  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 
www.circulation.net 


1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEAAARKCTING 
Horace  Southward 
(800)  950-8475 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


AVAILABLE  NOW!  Database  Market¬ 
ing  Project  ending.  Averaged  700 
orders  with  12%  charge-back  factor. 
Completely  Automated  Environment. 
Excellent  references.  Call  Fred  Dick 
TODAY  to  activate  all  or  part  of  these 
man-hours  for  you  Tomorrow. 

The  “CPR  Group’,  (800)  320-3821 


BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 


CIRCULATION  SERVICES 

CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 
Call  Cherry  Coleman  (91 2)  336-2700 


HEADUNE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 


Dennis  A4cQuillan 
(800)  260-9823 


pun  START*; 

THE  TELEAAARKETING  PROS 
EXPERTISE  IN  A  FUU  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jacqui  Te^k,  Denise  Zagnoli 
(800)  671-1 2 jQ  mpborton@ool.com 

SPEQRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grade  projects 
Call  [Joug  Reese  at  (800)  972-6778 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791 -3301 
http://www.fakebrains.com 

PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiON! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2 1 1 0 


STA-CUFF  ELECTRIC 

Press  Drive  System 
I  •Repair 
j  •Repower 

j  •Preventative  Maintenance 
j  •International  Capability 

(717)741-4145  24  hours 


RECRUITMENT  SERVICES 

RECRUITMENT  SERVICE  for  all  levels  of 
the  industry.  We  have  qualified  clients 
seeking  good  management  positions. 
No  cost  to  you  unless  we  place  the 
client.  For  more  information  contact 
Jerry  Turner  at  Paper  People: 

E-mail  jtumer@mmind.net  or 
phone  or  fox  (9 1 8)  542-886 1 

TRAINING 

ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  rerults! 

Call  ProMox  Training 
&  Consulting,  Inc.  (800)  898-0444 

NEWSPAPER  SALES  MAGIC 
Training  tapes  for  new  subscription 
sales.  Upbeat  series  of  4  tapes  shows 
sales  and  money  happening,  and  how 
to  do  it.  $195.95.  We  can  also 
manage  in-store  contracts.  American 
Reoding  Association,  4301  S.  Pine 
Street,  #57,  Tacoma,  WA  98409. 

(253)  376-8888  www.mogicm.com 


I  NEWSPAPER  EXECUTIVE  SEARCH 


NEWSPAPER  EXECUTIVE  SEARCH 


Executive  Search  Consultants 

“If  you’re  attending  The  E^P  Interactive  Newspaper 
Conference  and  would  like  to  meet,  call  me.” 

Ron  Haas  &  Associates 

713-977-8955  Fax  713-977-9656 
e-mail:  rhaas@rhaas.com 

www.mediainfo.com 
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HELP  WANTED 

ACADEMIC 

NEWSPAPER  ADVISER  | 

Adviser  for  Colorado  State  University's  ! 
student  newspaper,  the  Rocky  Moun¬ 
tain  Collegian.  Duties  include:  advis¬ 
ing  operations,  ethics  and  respon¬ 
sibilities,  staff  recruitment  and  retention, 
budgets,  and  encouraging  diversity 
on  staff  and  in  coverage.  Provides  leader¬ 
ship  and  journalism  training,  prepares 
written  critiques  of  newspaper.  Teaches  j 
one  journalism  class  per  semester  upon 
request.  Qualifications:  Master's  degree  | 
in  journalism  or  related  field,  three  | 
years  progressively  responsible  experi-  | 
ence  in  professional  newspaper  report¬ 
ing  and  editing.  Prior  experience  teach¬ 
ing  journalism  at  the  university  level 
and  advising  and  training  at  a  univer¬ 
sity  or  college  newspaper  helpful.  Salary 
range:  $30,000-$40,000.  Applica¬ 
tions  must  be  post  marked  by  Feb. 
20,  1 999.  Submit  cover  letter,  resume,  i 
three  references,  to  Newspaper  Adviser  | 
Search  Committee,  Student  Center  Box  | 
1 3,  Colorado  State  University,  Fort 
Collins,  CO  80523.  i 

CSU  is  EEO/AA  Employer 

ADMINISTRATIVE 

BUSINESS  MAGAZINE  PUBLISHER  i 
Recent  promotion  due  to  corporate 
expansion  has  created  an  excellent  | 
opportunity  for  highly  motivated  busi-  I 
ness  magazine  professional  to  assume  , 
bottom-line  responsibility  for  a  #1  | 

magazine  serving  the  health  core  j 
industry.  Must  be  experienced  in  mar-  j 
keting  and  sales  management  and  i 
have  broad  in-depth  knowledge  of  busi-  i 
ness  magazine  publishing.  Health  care 
industry  knowledge  a  plus.  Competitive 
salary  and  benefits  package  offered.  i 
Send  cover  letter  with  resume  and  i 
salary  requirements  to  Human  Resources  I 
Manager-EP/HCP,  Miramar  Communi¬ 
cations,  Inc.  (A  Division  of  PRIMEDIA 
Intertec),  P.O.  Box  8987,  Malibu,  CA 
90265-8987.  Fax:  (310)  317-0072. 
wviw.miramar.com  EOE  I 

EXECUTIVE  DIREaOR  i 

The  Society  of  Professional  Journalists, 
the  nation's  largest  organization  of 
working  and  student  journalists  is  | 
accepting  applications  for  the  position  I 
of  Executive  Director.  Deadline  is  Feb-  j 
ruary  1 .  Candidates  must  have  a  j 
demonstrated  management  track 
record.  Journolism  experience  pre¬ 
ferred.  Associotion  monagement  ond 
fund-raising  experience  a  plus.  Candi-  | 
dates  must  also  have  an  ability  to  (1)  i 
produce,  maintain  and  justify  budgets; 
(2)  recruit  and  retain  professional  and 
student  members;  (3)  carry  out 
initiatives  developed  by  the  Board  of 
Directors.  Must  be  willing  to  relocate  to 
central  Indiana.  Salary,  benefits  and 
terms  of  employment  ore  negotiable. 
Send  letter,  resume,  references,  salary 
history  and  other  supporting  material  j 
to  -  Ray  Marcano,  Chair,  SPJ  Search  ! 
Committee,  45  S.  Ludlow  Street,  3rd 
floor,  Dayton,  OH  45419;  or  E-mail, 
preferably  in  Microsoft  Word  format,  j 
to  rayinohio@aol.com  i 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


_ ADMINISTRATIVE _ 

CONTROLLER 

The  New  Haven  Register  needs  a  real 
pro  to  direct  G/L,  financial  reporting, 
A/R  and  payroll.  Reporting  directly  to 
CFO.  Accounting/finance  degree 
required,  but  more  important  is  your 
experience.  Can  you  handle  a  fast- 
paced,  multi-company  environment?  ! 
Lotus  or  Excel  proficiency  a  must.  Show 
your  sense  of  urgency  by  faxing  or  E- 
moiling  your  resume.  Fax  (203)  789- 
5209  or  E-mail  rmanzi@aol.com 

GENERAL  MANAGER  needed  to 
oversee  several  weekly  newspapers  in 
competitive  area  of  Zone  8.  Prefer 
experience  in  news,  advertising  and  com¬ 
munity  leadership.  Excellent  salary  and 
benefits.  Respond  to  Box  08750,  Editor 
&  Publisher. 

ADVERTISING  | 

AD  DIRECTOR  needed  at  14,500  Cox  i 
daily  in  eastern  NC.  You  must  be  i 
experienced  and  innovative  with  prov¬ 
en  accomplishments  in  retail  and  i 
classified  sales.  Willing  but  untrained 
staff.  Lucrative  compensation  for  ; 
performance  plus  all  benefits.  New  j 
building,  nice  lifestyle.  Call  Rip  : 
Woodin  (252)  407-9967.  | 

AD  DIRECTOR.  We're  looking  for  a 
bright,  can-do  sales  professional  to 
build  on  our  success  and  share  in  it. 
We're  the  DAILY  REPORT  in  Atlanta,  a 
high  quality,  highly  acclaimed  business 
daily  that  circulates  to  a  high  net  worth  | 
paid  readership-Georgia's  legal  pro-  , 
fessionals.  A  sterling  franchise  in  a  j 
sensational  market.  Position  entails  run-  ! 
ning  display,  classified  and  specialized 
marketing  operations,  supervising  stoff 
of  five,  with  room  for  expansion.  We  i 
offer  a  lucrative  pay  package,  reward¬ 
ing  challenges,  and  the  opportunity  to 
grow  with  a  fast-growing  national 
media  company.  Send  resume  to  Box 
326,  Daily  Report,  190  Pryor  Street  , 
SW,  Atlanta,  GA  30303,  fax  (404)  ! 
523-5924,  richard.gard@counsel.com  | 
No  phone  calls,  please. 

ADVERTISING  DIRECTOR  for  34,000 
circulation  weekly  newspaper.  You  will 
motivate  staff  of  seven  in  growth  and  i 
outdoor  orea.  Fax  resume  to  KH,  (208) 
528-9824  or  moil  to  KH,  Idoho  Foils  , 
Free  Press,  Box  51473,  Idoho  Falls,  ID 
83405. 

ADVERTISING  DIREaOR 

j 

Join  a  dynamic  management  team  at 
the  Waco  Tribune-Herald,  a  Cox 
newspaper.  Lead  a  staff  of  51  in  a  j 
growing  Central  Texas  market.  Enjoy  a 
short  commute  time,  low  cost  of  living 
and  excellent  cultural,  volunteer  and  I 
educational  opportunities.  Soles  and  | 
monagement  experience  in  retail  and  ! 
classified  a  must.  We  want  a  proven  i 
leader  with  excellent  verbal,  budgeting  i 
and  training  skills  who  likes  to  work  in  j 
a  team  environment.  If  you  like  a  fast  j 
pace  in  a  comfortable  atmosphere,  this  j 
could  be  the  right  job  for  you.  I 
Attractive  compensation  and  benefits 
package.  Mail  or  fax  your  resume  to  i 
Dan  Savage,  publisher,  Waco  Tribune- 
Herald,  P.O.  Box  2588,  Woco,  TX  76702.  | 
Fax  number  (254)  753-61 15.  i 


_ ADVERTISING _ 

ADVERTISING  MANAGER 

Want  to  be  part  of  the  manogement 
team  of  a  progressive,  employee- 
owned  company  that  encourages 
creativity  and  fosters  teamwork?  We 
are  looking  for  a  dynamic  individual  to 
lead  three  sales  departments  of  a 
medium-sized  doily.  Must  be  able  to 
lead,  train,  motivate  and  hold  people 
accountable.  Competitive  compensa¬ 
tion  program  and  excellent  benefits.  Sub¬ 
mit  resume  to,  Lonnie  L.  Peppier,  pub¬ 
lisher,  The  Monroe  Evening  News,  20 
W.  First  Street,  Monroe,  Ml  48161,  or 
E  mail  resume  to: 

www.ron@monroenews.com 

ADVERTISING  SALES  MANAGER 
Independent  group  of  paid  community 
weeklies  in  upscale  New  York  suburbs 
seeks  enthusiastic  leader  to  energize 
our  sales  team.  Hire,  train,  motivate 
and  SELL.  We  are  the  class  of  a 
crowded  field.  You  must  have  proven 
ability  to  make  us  stand  out  from  the 
crowd!  Top  salary,  401  (k)  and  MBOs. 
Send  resume  and  salary  history  to  Box 
08748,  Editor  &  Publisher.  Or  fax: 
(212)367-9546 

ADVERTISING  SALES  MANAGER 
needed  for  growing  company. 
Challenges  for  new  position  include  hir¬ 
ing  and  coaching  a  seven-member 
sales  staff  and  developing  sales 
materials  and  ideas  to  help  them  sell. 
Prior  sales  management  experience 
helpful.  We  are  a  group  of  weeklies 
with  63,000+  circulation.  Salary, 
bonus,  401  (k).  Send  resume  to  Jim 
Glassman,  president.  Times  Newspa¬ 
pers,  P.O.  Box  3335,  Peoria,  IL 
61612-3335  or  fox  to  (309)  694- 
2233. 

ADVERTISING  SALES  MANAGER 
SCHOLARLY  PUBUSHING 

The  Chronicle  of  Higher  Education,  o 
weekly  newspaper,  seeks  a  sales  man¬ 
ager  to  develop  and  create  full-service 
advertising  sales  programs  for  univer¬ 
sity  presses.  The  manoger  will  be 
responsible  for  creating  advertising 
programs  for  print  ond  the  Internet. 
While  the  position  will  focus  on  univer¬ 
sity  presses,  it  will  also  involve  work 
with  trade  presses  that  publish  works  of 
interest  to  an  academic  audience. 
Applicants  should  have  extensive 
knowledge  of  scholarly  trends,  the 
economics  of  the  publishing  industry, 
and  university  presses.  Experience  in 
marketing  of  scholarly  books  would  be 
a  plus.  Tne  position  will  be  based  in 
Washington,  DC,  but  will  involve  travel 
to  academic  meetings,  publishers' 
offices,  and  scholarly  events.  The 
Chronicle  offers  a  more  than  com¬ 
petitive  salory,  outstanding  benefits 
package,  and  an  intellectually  charged 
work  environment.  Applicants  should 
send  a  letter  and  resume  to: 

Bruce  G.  Wilson,  Jr. 

Associote  Publisher 

The  Chronicle  of  Higher  Educotion 
437  Madison  Avenue 
New  York,  NY  10022 
Fax:  (212)758-1170 
E-mail:  bruce.wilson@chronicle.com 

The  Chronicle  is  an 
Equal  Opportunity  Employer 


_ ADVERTISING _ 

ADVERTISING  SALES  MANAGER 

Are  you  the  right  person  to  lead  our 
sales  to  super  new  heights?  South 
Dakota  Newspaper  Association  seeks 
person  to  be  advertising  sales  man¬ 
ager.  This  person  will  represent  state's 
141  weekly  and  daily  newspapers  in 
leading  association's  ad  sales  effort.  If 
chosen,  you  will  be  responsible  for 
j  three  areas:  representing  South  Dako- 
I  ta's  newspopers  to  mojor  advertising 
clients  and  ad  agencies;  working 
closely  with  member  newspapers  and 
j  their  staffs  to  cultivate  new  business; 
j  and  managing  association's  sales 
I  department,  ideal  candidate  will  be 
sales-driven,  possess  excellent  organi¬ 
zation  and  management  skills  and 
have  5-plus  years  advertising  experi¬ 
ence.  Excellent  compensation  and 
benefits.  Send  your  letter  ond  resume, 

I  along  with  salary  expectations  to. 
General  Manager,  SDNA,  Box  2230, 
j  Brookings,  SD  57007. 

CLASSIFIED  REAL  ESTATE  MANAGER 
The  Courier- Journal,  one  of  the  coun¬ 
try's  leading  newspapers  in  a  top  50 
DMA,  is  looxing  for  o  dynamic  proven 
soles  professional.  This  position  will 
1  supervise  inside  and  outside  real  estate 
i  sales  and  support  staff  in  a  fast  paced 
I  atmosphere.  The  ability  to  leod, 
i  motivate  and  manage  sales  strategies 
'  are  essential.  Classified  real  estate 
management  experience,  knowledge  of 
niche  products  and  online  applications 
are  also  important.  If  you  are  a  career 
minded,  high  energy  individual  that 
can  deliver  results,  we'd  like  to  hear 
I  from  you.  Please  send  your  resume 
;  with  a  cover  letter  and  salary  history 
^  to,  Trevor  Collins,  assistant  classified 
j  manager.  The  Courier-Journal,  P.O. 

;  Box  740031,  Louisville,  KY  40201- 
’  7431.  Fax  (502)  582-41 61.  E-mail: 

:  tcollins@louisvil.gannett.com 

The  Courier-Journol,  o  Gannett  news¬ 
paper,  is  an  equal  opportunity 
employer  who  recognizes  and 
appreciates  the  benefits  of  diversity  in 
the  workplace. 

RETAIL  ADVERTISING  MANAGER 
j  The  Quincy  Herald-Whig,  a  25,000 
I  daily  and  30,000  Sunday  circulation, 
family  owned  newspoper  located  in 
;  Western  Illinois,  has  an  immediate 
opening  for  a  Retoil  Advertising  Mon- 
ager.  Qualified  candidates  must  hove: 
a  minimum  of  three  years  newspaper 
advertising  experience;  the  ability  to 
manage,  train,  develop  and  motivate 
sales  staff;  the  ability  to  "think  outside 
the  box";  set  and  achieve  sales  goals; 
be  an  energetic  self-starter.  Strong  com¬ 
puter  skills  necessory.  A  college  degree 
is  preferred.  We  offer  a  competitive  com- 
i  pensation  and  benefit  pacxage,  which 
j  includes  profit  sharing  and  401  (k).  If 
I  you  ore  up  for  a  challenging  opportu- 
j  nity,  please  send  your  resume  to  The 
i  Quincy  Herald-Whig,  c/o  Mel  Evanoff, 

]  advertising  manager,  P.O.  Box  909, 

;  Quincy,  IL62306-0W9. 

RETAIL  SALES  A4ANAGER 
If  you  want  to  have  the  Cascade  Moun¬ 
tains  at  your  back  and  the  beautiful  Col¬ 
umbia  River  in  your  front  yard,  we 
may  be  the  place  you  are  looking  for. 
This  family  owned  poper  is  dedicated 
to  giving  you  the  freedom  to  succeed 
j  and  the  positive  environment  to  make  it 
I  work.  Send  your  resume  todoy,  Person- 
^  nel  Deportment,  The  Wenatchee  World, 
14  N.  Mission  Street,  Wenatchee,  WA 
i  98801  or: 

Fax  (509)  662-541 3 
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CLASSIFIED 


HELP  WANTED 


_ ADVERTISING _ 

THE  CHOICE  IN  PRINT. 

156  New  England  Press  Association 
awards  in  1 9981 

THE  LEADER  ONUNE. 

Winner  of  local  regional  and  national 
awards,  including  the  1998  Editor  & 
Publisher  award  for  best  commercial 
sitel 

CAREER  OPPORTUNITIES  OF  A 
LIFETIME  in  a  fast  paced  entrepreneur¬ 
ial  environment. 

COMMUNITY  NEWSPAPER  COM¬ 
PANY  IS  HIRINGI 

Join  a  multi-media  powerhouse  that  is 
exploding  with  growth. 

INTERAaiVE  SALES- 
MAJOR  ACCOUNTS 

Come  sell  our  nationally  recognized 
Web  Site  Townonline.com  to  the  coun¬ 
try's  largest  retailers  and  interactive 
advertisers.  In  this  newly  created  role, 
you  will  help  us  uncover  revenue 
opportunities  through  the  creative 
packaging  and  promotion  of  our 
website,  our  1 1 1  newspapers  and  our 
extensive  family  of  specialty  pub¬ 
lications. 

The  ideal  candidate  will  have  1-3 
years  of  online  and/or  media  sales 
experience  with  a  major/national 
account  focus.  We  are  looking  for  an 
energetic,  resourceful,  results-oriented 
individual  with  superlative  communica¬ 
tion  skills.  The  successful  candidate  will 
help  us  position  and  sell  our  company 
in  this  dynamic  environment  while  at 
the  same  time  helping  us  shape  new  pro¬ 
ducts  and  services  for  the  Internet. 
Please  fax  a  copy  of  your  resume  to 
(781)  433-6740  for  consideration  or 
E-mail  resumes  to:  trussell@cnc.com 

For  a  complete  listing  of  open  positions 
in  all  locations  please  visit  our  Web 
site  at  www.cnc.com  E-mail  resumes 
with  cover  letter  and  salary  expecta¬ 
tions  to  jobs@cnc.com 

Community  Newspaper  Company 
254  Second  Avenue 
Needham,  MA  021 94 

CNC  is  an 

Equal  Opportunity  Employer 


It’s  A  Classifieil 
Secret! 

We'll  never  reveal  the  identity 
of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seal  your 
reply  In  an  envelope  addressed  to  the  E&P 
Classified  Advertising  Department  with  an 
attached  note  listing  the  newspapers  or 
companies  you  do  not  want  the  reply  to 
reach.  It  the  Box  Number  you're  answering 
is  on  your  list,  We'll  discard  your  reply. 


_ ADVERTISING _ 

RECRUITMENT  ADVERTISING  TEAM 
LEADER 

Make  headlines  with  career  opportuni¬ 
ties  at  the  largest  daily  newspaper  in 
the  state  of  Indiana,  THE  INDIANAPOLIS 
STAR/NEWS!  Our  Advertising  and 
Marketing  Division  is  among  the  most 
progressive  in  the  country,  and  we  are 
seeking  a  qualified  candidate  to  fill  the 
Recruitment  Advertising  Team  Leader 
position  in  our  Classified  Call  Center. 

The  Recruitment  Advertising  Team 
Leader  is  responsible  for: 

•establishing  and  directing  strategic 
recruitment  initiatives  of  THE  INDI¬ 
ANAPOLIS  STAR/NEWS  to  meet  sales 
objectives  and  the  department  budget, 
•increasing  recruitment  advertising 
market  share  through  existing  client 
base  and  new  business  development  of 
local,  regional  and  national  companies 
as  well  as  recruitment  advertising  agen¬ 
cies  by  strengthening  and  developing 
collaborative  relationships. 

•effectively  managing  the  inside  and 
outside  soles  force  by  providing  indi¬ 
vidual  and  team  guidance  that  is 
developmental  in  nature. 

The  ideal  candidate  for  this  position 
will  have  significant  experience  leading 
and  managing  a  focused  sales  team. 
This  individual  must  possess  the  ability 
to  build  and  maintain  effective  rela¬ 
tionships  with  client  and  advertising 
agency  decision-makers;  experience  in 
executing  strategic  plans  and  achiev¬ 
ing  results;  and  strong  leadership 
qualities  and  interpersonal  skills.  Expe¬ 
rience  in  the  recruitment  advertising 
industry  is  required,  and  a  degree  in 
communications,  marketing  or  advertis¬ 
ing  is  preferred. 

THE  INDIANAPOLIS  STAR/NEWS 
offers  an  attractive  benefits  package 
that  includes  medical,  dental,  vision  cov¬ 
erage,  a  pension  plan  and  a  401  (k) 
program. 

If  you  are  unfamiliar  with  Indianapolis, 
we  invite  you  to  visit  the  web  site. 
Welcome  to  Indianapolis  at  www. 
welcometoindy.com  to  learn  more  about 
one  of  the  greatest  places  to  live  in  the 
Midwest! 

Interested  candidates  should  submit  a 
resume  with  a  cover  letter  identifying 
this  position,  salary  history  and 
references  to: 

Employment  Division 
Indianapolis  Star/News 
307  North  Pennsylvania  Street 
P.O.Box  145 

Indianapolis,  IN  46204-01 45 

Fax -(3 17)  633-98 16 
E-mail  -  prabb@starnews.com 

Equal  Opportunity  Employer 


WE  ACCEPT 

MASTERCARDAISA/AMERIWN  EXPRESS 
CHECKS  FOR  CLASSIFIED  ADS 


_ ADVERTISING _ 

DISPLAY  ADVERTISING  MANAGER 

Premier  Fairfield  county  newspaper, 
with  daily  circulation  of  41,500  and 
Sunday  53,600,  is  seeking  a  goal- 
oriented,  dynamic  manager  who  is 
looking  to  fine  tune  a  sales  team,  make 
your  mark  and  prosper. 

The  major  purpose  of  this  position  is  to 
maximize  Retail,  National  and  Preprint 
advertising  revenues  for  SCNI. 

The  ideal  candidate  should  have  five 
years  of  supervisory  experience  and  at 
least  2-3  years  of  major  accounts  and 
sales  management  experience.  Display 
advertising  background  and  training 
experience  essential.  This  person  should 
be  able  to  motivate  a  staff  of  approx¬ 
imately  1 5  people  which  includes  account 
executives,  managers  and  supervisors. 
Must  be  able  to  display  strong  leadership 
skills  and  accountability  for  their  staff. 
Candidate  should  be  a  detail  oriented 
professional  with  outstanding  interper¬ 
sonal,  verbal  and  written  communica¬ 
tion  skills,  and  have  the  ability  to  handle 
personnel  matters. 

We  are  a  TIMES  MIRROR  company 
with  full  benefits,  401  (k),  competitive 
salary  and  bonus  structure.  Please  send 
your  resume,  cover  letter  and  salary 
requirements  to  Human  Resources 
Coordinator  S.  Penny,  The  Advocate, 
Greenwich  Time,  75  Tresser  Blvd., 
Stamford,  CT  06901 . 

ART/GRAPHICS 

ARTDIREaOR/ 
PRODUaiON  MANAGER 
Award  winning  alternative  weekly  in 
Hartford  needs  experienced  manager. 
Humor  and  patience  essential  along 
with  great  mentoring  skills.  Capable  of 
working  outside  the  box.  Resume  to 
Publisher,  Hartford  Advocate,  100  Con¬ 
stitution  rtaza,  Hartford,  CT  06103. 

Fax:  (860)548-9335 
E-mail:  franpub@aol.com 


DYNAMIC  DESIGNER 
The  Jackson  Hole  Guide,  a  community 
weekly  serving  a  diverse  resort  com¬ 
munity  at  the  gateway  to  Grand  Teton 
and  Yellowstone  national  parks,  seeks 
a  top-notch  designer  to  fill  an 
anticipated  opening  on  our  editorial 
team.  Our  ideal  candidates  knows 
QuarkXPress,  Adobe  Photoshop  and 
Illustrator  and  wants  to  do  more  at  a 
newspaper  than  simply  put  photos, 
headlines  and  text  on  the  page.  Reply 
with  resume  and  portfolio  to  Editor, 
P.O.  Box  648,  Jackson,  WY  83001 . 

CIRCULATION 

CIRCULATION  DIREaOR 
Rapidly  growing  group  looking  for 
circulation  director  in  North  Carolina. 
We're  interested  in  someone  who 
understands  that  the  key  to  sales  is  start¬ 
ing  with  high-level  customer  service. 
We're  a  9M,  Tuesday  through  Sunday 
AM  daily.  Paxton  Media  Group  is  our 
parent  company.  You  may  have  years 
of  experience,  or  are  looking  for  your 
first  opportunity  to  manage.  Great 
benefits  and  even  better  quality  of  life. 
Please  send  your  qualifications  and  tell 
us  how  you  can  make  us  a  better  com¬ 
pany  to  Rick  Bean,  The  Daily  Dispatch, 
304  S.  Chestnut  Street,  Henderson,  NC 
27536. 


_ CIRCULATION _ 

CIRCULATION  DIREaOR 
Daily  southeastern  Pennsylvania  local 
newspaper  is  seeking  an  energetic, 
experienced  circulation  director.  Excellent 
salary,  benefits,  40 1  (k)  and  advancement 
opportunities  for  the  right  hands-on 
candidate.  Reply  to  Box  0871 5,  Editor  & 
Publisher. 


CIRCULATION  DIREQOR  WANTED 
for  45,000  southeast  daily.  The  ideal 
candidate  will  have  served  as  a 
Director  at  a  smaller  paper  for  at  least 
I  three  years  and  will  have  had  sales  or 
j  operational  experience  in  a  com- 
j  petitive  market.  We  offer  the  advan¬ 
tages  of  working  for  a  privately  owned 
company  with  competitive  compensa¬ 
tion  and  benefits  in  a  highly  desirable 
market.  In  the  letter  accompanying 
your  resume,  tell  me  how  you've  taken 
innovative  approaches,  or  used 
technology  to  address  your  challenges, 
j  Reply  to  Box  08749,  Editor  &  Pub- 
[  lisher. 

j  - 

CIRCULATION  DIREaOR 

The  Yakima  Herald-Republic  has  a 
career  opportunity  for  an  energetic 
newspaper  circulation  professional  at  a 
40,000+  daily  newspaper  in  central 
Washington  state. 

!  Key  member  of  management  team  as 
one  of  five  directors  assisting  the  pub¬ 
lisher  to  set  and  achieve  long-range 
goals  and  mission.  Leads  and  directs  a 
[  talented  team  in  all  facets  of  subscrip- 
I  tion  sales,  service  packaging  and  dis- 
I  tribution. 

j  Serves  as  circulatian  department 
liaison  with  other  departments  to 
achieve  creative  synergy  for  problem 
I  resolution  and  praject  management, 
i  Creates  an  environment  to  energize  a 
I  winning  sales,  service  and  distribution 
i  team,  mis  is  the  time  for  you  to  join  us 
I  -  we've  just  completed  a  totol  remodel 
j  of  the  building,  complete  redesign  of 
I  the  newspaper,  and  hove  a  state  of  the 
art  computerized  packaging  center. 

We  are  a  member  of  the  Seattle  Times 
group  and  an  equal  opportunity 
employer.  Send  or  fax  a  resume  and 
cover  letter  outlining  the  expertise  and 
values  you  will  bring  to  our  leadership 
team  -  Kay  Gause,  human  resources 
director,  Yakima  Herald-Republic,  P.O. 
Box  9668,  Yakima,  WA  98909. 

(509)  577-7720  Fax  (509)  577-7722 


CIRCULATION  DIREaOR 

The  Times-Georgian  a  1 0,000  circula¬ 
tion  daily  newspaper  with  four  weekly 
newspapers  in  Carrollton,  GA.  This 
position  will  oversee  a  staff  of  eleven  in 
Circulation,  Telemarketing  and  Mail- 
room.  Our  newspapers  cover  all  areas 
west  of  Atlanta  to  the  Alabama  border. 
Carrollton  offers  an  excellent  lifestyle  with 
a  reasonable  cost  of  living.  You  can  enjoy 
Atlanta,  which  is  45  minutes  away, 
without  being  abused  by  it.  This  fast 
growing  area  offers  excellent  opportuni¬ 
ties  for  circulation  growth.  We  are  part  af 
the  Paxton  Media  Group  of  25  news- 

Es  offering  excellent  pay  and 
ts.  Send  resume  and  salary  history 
to  Tom  Overton,  publisher.  The  Times- 
Georgian,  901  Hays  Mill  Road,  Car¬ 
rollton,  GA  301 17. 
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HELP  WANTED 


_ CIRCULAIION _ 

CIRCULATION  MANAGER 
Daily  Newspaper  in  Zone  3  has 
immediate  opening  for  hands-on  man¬ 
ager  to  oversee  Circulation  Depart¬ 
ment.  Position  offers  competitive  salary 
plus  bonus  and  comprehensive  benefits 
package.  Send  resume  to: 

Circulation  Director 
P.O.Box  10129 
Lynchburg,  VA  24506 

CIRCULATION  MANAGER 

Chattanooga  Publishing,  an  80,000 
daily  and  105,000  Sunday  newspa¬ 
per,  located  in  Chattanooga,  Ten¬ 
nessee  is  seeking  an  aggressive,  take 
charge  person  to  lead  our  efforts  in 
delivering  excellent  service  to  our 
customers.  The  person  we  want  should 
have  strong  customer  service  skills  and 
a  proven  frock  record  of  meeting 
customer  expectations.  The  person 
should  be  a  hands-on  manager,  capa¬ 
ble  of  providing  leadership  by  example 
and  the  ability  to  motivate  and  develop 
a  strong  staff.  Experience  in  all  phases 
of  circulation  is  required.  Send  resume 
to  Greg  Sloan,  circulation  director, 
Chattanooga  Publishing,  400  East  1 1  th 
Street,  Chattanooga,  TN  37403. 


_ CIRCULATION _ 

CIRCULATION  MANAGER  IN  graw- 
ing,  suburban  market.  Innovative, 
aggressive  promotion  skills  required. 
Staff  of  1 6.  1 5,000  daily.  Send  resume 
to  David  Stringer,  Norman  Transcript, 
P.O.  Box  1 058,  Norman,  OK  73070. 

HOME  DELIVERY  MANAGER 

!  Zane  8,  pushing  30,000  AM  daily 
I  seeking  results-oriented  professional  to 
1  manage  home  delivery,  with  opportu¬ 
nity  for  advancement.  The  ideal  candi¬ 
date  will  motivate  district  sales  man¬ 
agers  and  develop  marketing  plans. 
We  have  an  award-winning  newspa¬ 
per,  a  community  with  a  high  quality 
of  life  and  expect  exceptional  home 
delivery  service  and  follow  through. 
The  top  candidate  will  be  pro-active 
and  show  a  sense  of  urgency.  Excellent 
benefits,  bonuses.  Send  resume  and 
salary  history  to  Box  08745,  Editor  & 
Publisher. 

I  DISTRICT  MANAGERS  WANTED  for 
I  growing  circulation  department.  Home 
j  delivery  and  single  capy  districts  avail- 
:  able.  If  interested,  submit  resume, 
j  salary  expectations,  and  a  cover  letter 
!  explaining  why  you  are  our  candidate 
I  to  Circulation  Manager,  Sarasota 
I  Herald-Tribune,  801  S.  Tamiami  Trail, 
Sarasota,  FL  34236. 


Editorial 


Individual  investors  are  served  by  a  range  of 
DOW  JONES  PRODUCTS  INCLUDING  SmattMoney 

MAGAZINE  AND  SMARTM0NEV.COM.  THE  FASTEST 
GROWING  FINANCIAL  SITE  ON  THE  WED.  WE  CURRENTLY 
HAVE  OPPORTUNITIES  AT  OUR  MIDTOWN  OFFICE  FOR  AN 
EXPERIENCED  ASSOCIATE  EDITOR  AS  WELL  AS  A 

Reporter  with  strong  knowledge  of  financial 

MARKETS  AND  INVESTING  TO  PLAY  A  KEY  ROLE  IN 
SHAPING  A  FAST-PACED.  DAILY  ONLINE  PUBLICATION. 


Associate  Editor 

The  candidate  will  be  responsible  for  editing  and  writing  feature  stories  for  our 
daily  web  site.  The  person  will  be  responsible  for  directing  reporters  in  all 
aspects  of  market  and  investing  coverage. 

We  require  a  minimum  of  5  years  editing  experience  covering  business, 
investing,  or  personal  finance.  The  successful  candidate  will  possess  a  solid 
background  in  financial  analysis  and  excellent  writing,  reporting,  editing  and 
managerial  skills. 

Reporter 

The  candidate  will  cover  a  variety  of  subjects  for  our  daily  web  site,  feature 
writing  as  well  as  specific  beat  coverage. 

We  require  2  years  of  experience  as  well  as  business,  investing  or  personal 
finance  reporting. 

Dow  Jones  offers  an  excellent  salary,  benefits  and  outstanding  career  growth 
opportunities.  Please  e-mail/mail/fax  your  resume  and  salary  requirements  to: 


Dow  Jones  &  Company 

Staffing  MK  E&R  I/l/Irl 

200  Liberty  Street 

New  York,  NY  10281 

FAX:  2124104290 

e^nall:  mlchael.kiley9do«y|ones.com 

Visit  our  website  at:  www.iknylones.com/careers 


DmigaNES^ 


Equal  Opportunity  Employer 


_ CIRCULATION _ 

^  THE  ST.  PETERSBURG  TIMES 

FLORIDA'S  BEST  NEWSPAPER 

I  Seeks  an  experienced  circulator  for  the 
:  position  of  Deputy  Circulation  Director. 
You  will  report  directly  to  the  Circula¬ 
tion  Director  and  develop/implement 
strategic  direction  for  the  overall 
circulation  operation  with  particular 
focus  on  distribution,  transportation, 
fleet  and  facility  monagement. 

We  require  a  strong,  diverse  circula¬ 
tion  background.  Recent  experience  in 
distribution  center  management  is  pre¬ 
ferred.  If  you  possess  natural  lead¬ 
ership,  creativity,  boundless  energy 
'  and  initiative,  this  may  be  the  opportu¬ 
nity  for  you  to  join  a  nationally 
recognized  newspaper  located  on  the 
i  west  coast  of  Florida. 

Salary  commensurate  with  experience. 
Competitive  benefit  package. 

;  Send  resume  with  salary  requirements 
I  via  fax  (727)  893-8185,  by  E-mail 
i  resumes@sptimes.com  or  regular  mail 
I  The  St.  Petersburg  Times,  Attn.  Human 
Resources,  P.O.  Box  1121,  St. 
Petersburg,  FL  3373 1 . 

Equal  Opportunity  Employer 

SEEKING  A  RESULTS-ORIENTED  Dis¬ 
trict  Sales  Manager  for  the  Florida 
Keys.  Golden  opportunity  to  diversify 
:  for  a  circulation  expert  to  manage  both 
I  services,  sales  in  home  delivery  and 
’  single  copy.  Manager  will  interact  with 
i  market  managers  for  the  Miami 
'  Herald/El  Nuevo  Herald  and  Pub¬ 
lishers  of  Keynoter  and  Reporter  news- 
!  paper.  Please  send  resume  (including 
i  references  and  salary  history)  and 
I  cover  letter  to  -  Wayne  Markham, 

,  Miami  Herald,  1  Herald  Plaza,  Miami, 
i  FL33132. _ 

_ EDITORIAL _ 

A  NEW  YEAR  and  a  new  editor  at  the 
Greensboro  News  &  Record  brings 
[  new  opportunity.  This  award-winning 
;  100,000  circulation  AM  daily  in  cen- 
I  tral  North  Carolina  seeks: 

•A  Raleigh  reporter  to  cover  the  NC 
I  General  Assembly 
j  •A  higher  education  reporter 
j  ‘A  K- 1 2  reporter 

j  •A  copy  desk  manager,  a  designer 
and  a  copy  editor. 

!  Please  send  a  resume,  clips  and  cover 
letter  to  -  Tom  Corrigan,  Metro  Editor, 
News  &  Record,  200  E.  Market  Street, 
Greensborg,  NC  27420. _ 

ASSISTANT  FEATURE  EDITOR 
We're  looking  for  someone  who  can 
conceptualize  a  story  then  execute  it; 
who  can  fine-tune  stories  and  coax  the 
best  aut  of  reporters;  who  is  an  idea 
i  person  and  can  put  the  fun  into 
i  features,  and  who  is  detailed  and  well 
j  organized.  If  that's  you,  send  your 
I  resume  and  some  examples  of  your 
best  work  to  Richard  Sullivan,  The 
Syracuse  Newspapers,  P.O.  Box  4915, 
Syrocuse,  NY  n221 . _ 

CAN  YOU  DIG  up  the  facts,  then  turn 
them  into  stories  (not  just  copy)  that  tell 
readers  what  they  need  to  know?  If  you 
can,  yau're  the  reporter  we  want.  If 
you  can't,  keep  your  clips.  Award¬ 
winning  16,000  daily  with  a  strong 
writing  and  investigative  history,  seeks 
reporters  who  want  to  create  high- 
quality  journalism  that  matters  to  the  com¬ 
munity.  Experience  preferred,  but  out¬ 
standing  recent  graduates  with  drive 
encouraged  to  apply.  Send  resume 
and  clips  to  Box  08/47,  Editor  &  Pub¬ 
lisher. 


ASSISTANT  SPORTS  EDITOR 
[  We  are  looking  for  an  assistant  sports 
I  editor  for  our  award-winning  editorial 
I  staff.  A  qualified  candidate  will  possess 
two  to  three  years  of  experience  on  a 
sports  copy  desk,  strong  layout  and 
design  skills,  excellent  word  skills  and 
an  ability  to  work  flexible  hours. 
Knowledge  of  QuarkXPress,  Photoshop 
and  Illustrator  are  also  beneficial.  We 
are  looking  for  someone  with  a  good 
attitude  and  creative  background  to 
come  in  and  spice  up  our  sports  sec- 
I  tion.  Qualified  candidates  also  will  get 
I  the  chance  te  write.  Send  resumes  to 
'  Antelope  Valley  Press,  Attn.  Personnel 
1  Department,  P.O.  Box  880,  Palmdale, 

!  CA  93590. _ 

^  ASSISTANT  LOCAL  NEWS  EDITOR 
FULL-TIME 

I  Assistant  Local  News  Editar:  The  Daily 
Camera  in  Boulder,  Colorado,  is  seek- 
I  ing  a  motivated,  skilled,  detail-oriented 
j  assistant  local  news  editor  to  make  our 
I  newspaper  become  even  bigger  and 
I  better.  Our  highly  educated  community 
i  expects  strong  local  news  coverage, 
whether  it  is  of  the  JonBenet  Ramsey 
investigation,  high-tech  discoveries  or 
the  annual  oatmeal  festival.  In  short, 
we  need  a  first-rate  editor  and  leader. 
Those  without  Bachelor's  degree  and  at 
least  two  years  daily  reporting  and 
supervisory  experience  nero  not  apply. 

;  The  Daily  Camera,  a  Scripps-Howard 
I  newspaper,  offers  competitive  pay  and 
I  excellent  benefits.  Send  resume  and 
j  work  samples  to  -  The  Daily  Camera, 
Attention  Human  Resources,  P.O.  Box 
I  4579,  Boulder,  CO  80306,  or  E-mail: 
laattk@boulderpublishing.com  EOE 

i  AWARD-WINNING  BUSINESS  weekly 
seeks  an  enterprising  reporter  to  wrork  in 
York,  PA  bureau,  covering  manufacturing 
and  real  estate.  2-5  years  business 
reporting  experience  required.  Send 
resume,  clips  to  Editor  Elizab^  Cummings, 
Central  Penn  Business  Journal,  409  S. 
Second  Street,  Harrisburg,  PA  1 7l  04. 

ASSISTANT  CITY  EDITOR,  REPORTERS 
sought  by  the  Herald  Democrat,  a  26K 
;  AM  in  Sherman  and  Denison,  TX. 

I  Assistant  City  Editor  should  have  four 
I  years  reporting  experience.  Manage- 
I  ment,  layout  experience  will  be  a  plus, 
i  Should  be  able  ta  coach,  edit  and 
I  assign  reporters  and  photographers, 
j  City  oeatreportercoversDenison. 
i  The  cop  beat  covers  local,  state  and 
federal  agencies.  Includes  evenings 
and  weekends.  Fax  resume  and  letter 
to  (903)  868-21 06  or  E-mail: 

martaindole@herald-clemocrat.com 

ASSOCIATE  EDITORS 

New  Times  is  looking  for  associate 
,  editors  at  its  award-winning  weekly 
j  newspapers  in  Denver,  Miami,  and  Los 
Angeles. 

The  positions  require  fine  writing  and 
;  editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
editing  test.  Applicants  for  Miami  and 
Los  Angeles  must  have  a  strong  back- 

grouna  in  features,  film  and  the  arts. 

enver  applicants  should  have  a  solid 
news  background. 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 1 7 
No  phone  calls  or  E-mail,  please 
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HELP  WANTED 


_ EDITORIAL _ 

CHICKEN  SOUP  for  the  Pet  Lover's 
Soul  was  1 998's  34th  bestselling  book! 
YOU  CAN  BE  PART  OF  THE  BESTSELL¬ 
ING  CHICKEN  SOUP  SERIES  IN  1 999! 
Send  us  your  true  stories  about  pets 
and  people  that  will  uplift,  inspire  or 
entertain  and  be  published  in  Chicken 
Soup  for  the  Pet  Lover's  Soul  II™.  Pre¬ 
fer  600  words  -  1200  max.  WE  PAY 
GENEROUSLY  FOR  EACH  PIECE  PUB¬ 
LISHED  and  contributors  have  a  short 
biography  in  the  back  of  the  book 
including  contact  information.  For 
details,  go  lo  www.petstory.com 
Fax  (51 5)  472-3720  or 
E-mail:  ckline@lisco.com  or 
Send  to  Carol  Kline,  P.O.  Box  1262, 
Fairfield,  lA  52556.  Deadline  is  Feb¬ 
ruary  10,  1999.  Non-exclusive  rights 
only.  No  returns. _ 

CITY  HALL/BUSINESS  REPORTER 

Are  you  a  reporter  looking  for  a  high- 
profile  beat  that  will  consistently  pro¬ 
duce  great  page  one  stories?  The 
1 2,000-circulation  Winona  (MN)  Daily 
News  is  looking  for  an  inquisitive, 
aggressive,  creative  reporter  to  cover 
Winona  city  government  and  local  busi¬ 
ness.  The  Winona  area  offers  the 
beauty  and  recreation  opportunities  of 
the  Mississippi  River  and  the  surround¬ 
ing  bluffs,  two  four-year  universities,  a 
te^nical  college  and  many  cultural 
opportunities,  both  in  Winona  and  the 
nearby  Twin  Cities. 

Send  cover  letter,  resume  and  work 
samples  to: 

Marc  Wehrs 
Managing  Editor 
Winona  Daily  News 
601  Franklin  Street 

_ Winona,  MN  55987 _ 

CITY/COPS  reporter  for  2  times  weekly 
in  Central  Florida.  Experience  pre¬ 
ferred,  but  will  consider  recent  gradu¬ 
ate.  Must  perform  in  competitive 
market.  Good  salary/benefits,  401  (k)  ^ 
program.  Send  clips/ resume  to  i 
Osceola  News-Gazette,  P.O.  Box  1 
422068,  Kissimmee,  FL  34742. _  j 

COPY  EDITOR  -  Award-winning 
Midland  Reporter-Telegram,  21,000 
circulation  daily  and  28,000  circula¬ 
tion  Sunday  newspaper  in  West  Texas 
needs  a  copy  eciitor  to  work  in  our 
paginated  Mac  environment.  We  need 
on  excellent  wordsmith  who  can  design 
with  flair.  Editor  Meta  Minton,  Midland 
Reporter-Telegram,  201  E.  Illinois, 
Midland,  TX  79701 .  Or  E-mail  resume 
to  mminlon@hearst.com 


COPY  EDITOR/PAGE  DESIGNER 

The  Observer-Dispatch  in  Utica,  NY,  a 
50,000  Gannett  daily,  is  seeking  a 
news  copy  editor/ page  designer  who 
possesses  strong  eaiting  and  pre¬ 
sentation  skills.  Responsibilities  include 
selecting  local  and  wire  stories  that 
reflect  reader  interests;  editing  stories 
for  thoroughness,  clarity  and  accuracy; 
and  designing  and  paginating  visually 
appealing  pages.  Please  send  resume 
and  a  half-dozen  samples  of  your  best 
work  to  Rick  Jensen,  Mitor,  Observer- 
Dispatch,  221  Oriskany  Plaza,  Utica, 
NY  1 3501 .  We  value  diversity. 


_ EDITORIAL _ 

COPY  EDITOR  FOR  80K  daily/ lOOK 
Sunday  in  affluent  auto-industry  sub¬ 
urbs  of  Detroit.  Must  have  3  years 
daily  copy  editing  experience  on 
QuarkXPress.  Send  resume,  references, 
tear  sheets  to  Kenn  Jones,  news  editor. 
The  Oakland  Press,  Pontiac,  Ml 
48343. 


COPY  EDITOR:  Aggressive  copy  editor 
sought  for  Capital  city  daily.  Benefits 
include  great  location  near  Delaware 
beaches,  health  and  dental  coverage, 
401  (k),  generous  time  off  policy.  Send 
resume,  work  samples  to  Andrew 
West,  managing  editor,  Delaware 
State  News,  P.O.  Box  737,  Dover,  DE 
1 9903;  or  E-mail  to: 

awesl@newszap.com 


COPY  EDITOR 

A  60,000-circulation  independent 
daily  in  New  York's  Capital  Region  is 
looking  for  a  strong  text  editor  for 
night  copy  desk.  Writing  and  editing 
experience  with  daily  newspaper 
required.  Pagination  experience  a 
plus.  Send  resume  and  work  samples 
to  Thomas  Woodman,  managing 
editor.  The  Daily  Gazette,  2345 
I  Maxon  Road  Extension,  Schenectady, 
NY  12308. 


COPYEDITOR 


Busy  newspaper  copy  desk  seeks 
versatile  professional.  Minimum 
qualifications  -  superior  editing  skills. 


and  makeup  ability.  Candidates  with 
pagination  and/or  Macintosh  graphics 
skills  are  especially  welcome. 


The  job  includes  late  work  under 
deadline  pressure.  Two  years  of  daily 
newspaper  desk  experience  essential; 
prior  reporting  experience  preferred. 
Send  resumes  to: 

UNION  LEADER  CORPORATION 
Attn.  Human  Resources 
P.O.  Box  9555 

Manchester,  NH  03108-9555 
_ Fax  (603)  668-8920 _ 


COPY  EDITOR 

York  Daily  Record,  a  43,000  AM 
paginated  paper,  seeks  news  copy 
editor.  Want  journalist  whose  alle¬ 
giance  is  to  news  copy,  the  page  and 
the  reader.  Located  in  competitive, 
growing  market,  50  miles  north  of 
Baltimore.  Salary:  $23,166  to  $34,710. 
See  www.ydr.com  Cover  letter,  resume, 
work  samples  to  News  Editor,  York  Daily 
Record,  P.O.  Box  15122,  York,  PA 
17405.EOE 


EDITOR  ENTREPRENEUR  -  Start-up 
California  hard  news  community  daily 
needs  ambitious  Editor  for  exciting 
opportunity.  Energetic,  passionate  leader 
needed  to  build  and  jazz  news  team. 
Excellent  hands-on  skills:  local  news, 
writing,  editing,  team-building,  Quark¬ 
XPress.  Competitive  compensation  with 
equity  potential.  Strong  career  path 
potential.  E-mail  resume,  salary  require¬ 
ments: 

lee_arnold@earthlink.net 


_ EDITORIAL _ 

EDITOR  WANTED  -  Award-winning 
small  daily  looking  for  news  editor  to 
edit,  paginate,  plan  and  work  with 
reporters.  Grab  an  opportunity  to 
increase  your  future  marketing  poten¬ 
tial,  while  becoming  part  of  a  vibrant 
community.  The  Times-Georgion  is 
located  in  Carrollton,  GA,  just  45 
minutes  west  of  Atlonta  -  close  enough 
to  enjoy  what  Atlanta  has  to  offer 
without  the  higher  cost  of  living  there. 
$22,000.  Send  resume  to  Managing 
Editor,  Times-Georgian,  P.O.  Box  460, 
Carrollton,  GA  30117. 


EDITOR-IN-CHIEF  -  horsesmouth,  a 
NYC-based  financial  Internet  service, 
seeks  strong  leader  to  head  editorial 
team.  Senior  management,  strong  writ¬ 
ing  experience  a  must;  prefer  daily/ 
financial/Web  experience.  More  at 
www.harsesmouth.com  (jobs) 


EDITORIAL  PAGE  EDITOR 

North  Carolina's  oldest  newspaper  is 
seeking  someone  to  lead  our  editorial 
department,  supervising  a  staff  of  four. 
We  need  a  top-notch  editorial  writer 
with  management  skills.  Someone  who 
takes  a  common-sense,  nonpartisan 
approach  to  issues.  Someone  who  can 
appreciate  our  community  and  its  peo¬ 
ple  and  produce  lively  editoriol  pages 
with  a  local  flavor  every  day. 

We're  the  Fayetteville  Observer-Times, 
a  70,000-circulation,  family-owned 
daily  in  the  southeastern  part  of  the 
state.  If  you're  interested  in  making 
Fayetteville  your  home  and  making  a 
commitment  to  a  growing  company 
and  community,  send  a  resume,  cover 
letter  and  references  to,  Charles  Broad- 
well,  editor,  Fayetteville  Observer-Times, 
P.O.  Box  849,  Fayetteville,  NC  28302. 

E-mail  cbwell@fayeltevillenc.com 


EDITORIAL 

Abundant  eagerness,  drive  and  ini¬ 
tiative  could  land  you  a  reporting 
job  at  The  Beacon  News,  a  suburban 
Chicago  32,000  daily  newspaper.  We 
are  looking  for  candidates  with  at  least 
two  years  experience.  Send  cover  let¬ 
ter,  resume  and  five  work  samples  to 
Mike  Chapin,  managing  editor.  The 
Beacon  News,  101  S.  River  Street, 


EDITOR:  PRIMEDIA  Intertec,  a  business 
magazine  publisher  of  Fortune  1000 
division  is  seeking  an  outgoing  top 
editor  to  manage  a  monthly  senior 
health  publication.  Responsible  for  all 
magazine  phases:  supervising  editorial 
direction,  staff  and  deadlines;  maga¬ 
zine  production;  serving  as  art  direc¬ 
tion  liaison.  Strong  writing,  planning, 
editing  and  customer  service  skills 
required.  Minimum  5  years  experience 
as  top  level  editor.  Requires  B.A.  in 
Journalism,  English  or  related  field. 
Knowledge  of  Spanish  is  helpful.  Com¬ 
petitive  compensation  and  generous 
benefits  package  offered.  To  apply 
your  talents,  send  cover  letter  with 
resume,  and  salqry  requirements  to 
Human  Resources  Manager-EP/CPE, 
PRIMEDIA  Intertec,  P.O.  Box  8987, 
Malibu,  CA  90265-8987.  Fax: 

(310)317-0072. 
www.miramar.com  EOE 


_ EDITORIAL _ 

EDITOR 

If  you're  burning  to  make  a  mark  on  a 
region  by  guiding  a  Pulitzer  Prize  win¬ 
ning  newsroom  in  its  role  as  watchdog 
with  a  sense  of  purpose  and  a  sense  w 
humor,  we'd  like  to  talk  to  you.  We're 
a  58,000  plus  circulation,  feisty  Zone 
2  tabloid  in  a  highly  competitive 
market.  Send  cover  letter,  salary  his¬ 
tory  and  references  to  Box  08746, 
Editor  &  Publisher. 


EDITORS  &  WRITERS  WANTED 
Monthly  bulletin  lists  200+  current 
openings  nationwide.  Entry/early  career. 
Writer-Editor-EP,  P.O.  Box  40550,  51 36 
MacArthur,  Washington,  DC  20016; 
(703)506-4400. 


EDITORS 

Colorado  1 8,000  daily  needs  an  assis¬ 
tant  local  news  editor  and  a  page 
designer,  assistant  local  news  editor  must 
be  good  at  copy  editing,  working  with 
reporters  and  enioy  enterprise.  Designer 
needed  to  help  produce/paginate 
compelling  news  pages. 

We  offer  one  of  America's  best  small 
cities  in  the  foothills  of  the  Rockies, 
good  benefits  and  a  fun  news  year 
ahead.  To  join  us,  send  cover  letter, 
resume  ond  clips  to  Personnel/News, 
P.O.  Box  59,  Loveland,  CO  80538. 


EDITOR 

The  Forum,  a  regional  51,000  daily; 
60,000  Sunday;  Family  owned  news¬ 
paper  for  1 20  years,  is  looking  for  a 
strong  newsroom  leader  who  takes  us 
to  the  next  level.  You'll  supervise  a 
newsroom  of  55  professionals  who 
ore  eager  to  move  into  the  21st  Cen¬ 
tury  on  a  positive  approach  to  the 
changes  occurring  in  our  profession. 

You  must  be  community  minded,  have 
strong  editorial  management  experi¬ 
ence,  a  Bachelor's  degree  in  Journal¬ 
ism  or  equivalent  knowledge  and/or 
experience  and  willing  to  team  work 
with  other  departments.  You'll  monitor 
operations  with  the  General  Manager, 
but  report  to  the  Publisher  on  policy 
matters.  All  of  our  decisions  are  made 
right  here  in  Fargo!  Inquiries  are 
strictly  confidential.  Send  resume  (no 
phone  calls,  please)  to  William  C. 
Marcil,  publisher.  The  Forum,  P.O.  Box 
2020,  Fargo,  ND  58103.  Deadline  is 
February  22. 

ENERGETIC  SPORTS  EDITOR  for  Mon- 
doy-Saturday  daily  in  prime  Northwest 
recreation  area.  Full-time,  competitive 
salary,  excellent  benefits.  Send  resume, 
clips  -  Peggy  Steward,  managing 
editor.  Daily  Record,  401  N.  Main 
Street,  Elleriiburg,  WA  98926. 


EQUESTRIAN  A4AGAZINE  EDITOR 

Editor  sought  for  national  Western  rid¬ 
ing  equestrian  publication  based  in  Col¬ 
orado.  Complete  editorial,  graphic,  man¬ 
agement  and  administrative  responsibili¬ 
ties.  Minimum  five  years  experience  as 
editor,  strong  writing,  skills,  plus  hands-on 
knowledge  of  horses  and  Western  riding/ 
industry  necessary.  Send  resume  and 
work  samples  to  YC,  1 8955  Fox  Road, 
Hiram,  OH  44234  or  fax  to  (440)  834- 
1117. 
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HELP  WANTED 


_ EDITORIAL _ 

EXPERIENCED  REPORTER 

The  Observer-Dispatch  in  Utica,  NY,  a 
50,000  Gannett  daily,  is  seeking  a 
hard-hitting,  passionate  and  productive 
reporter  to  cover  a  challenging  gov¬ 
ernmental  beat.  At  least  two  years  of 
daily  experience  is  a  must;  computer- 
assisted  reporting  knowledge  is  a  plus. 
Please  send  your  resume  and  six  report¬ 
ing  samples  to  Rick  Jensen,  editor, 
Observer-Dispatch,  221  Oriskany 
Plaza,  Utica,  NY  1 3501 .  We  value 
diversity. 


EXPERIENCED  HIGH-TECH  FREELAN¬ 
CERS  to  write  features  on  multiple  topics 
for  weekly  telecom  trade  magazine. 
Competitive  pay.  Contact  Features  Editor: 

michael_hanley@intertec.com 

GENERAL  ASSIGNMENT  REPORTER 

Immediate  opening  for  a  staff  writer  at 
29,000-circulation,  award-winning, 
seven-day  morning  newspaper  in  cen¬ 
tral  Pennsylvania.  Join  a  team  of  com¬ 
munity  journalists  covering  a  four- 
county  region.  Experience  preferred. 
Send  resume  and  clips  by  February  1 7 
to  -  Reporter  Search,  The  Daily  Item, 
200  Market  Street,  Sunbury,  PA 
17801.  No  telephone  calls,  please. 


HEALTH  WRITERS 

Rodale  Press,  America's  top  health 
publisher,  is  looking  for  a  few  top- 
notch  senior  writers  who  want  to  be 
part  of  a  team  producing  best-selling 
books. 

The  ideal  candidates  will  enjoy 
researching  the  latest  medical  informa¬ 
tion  and  interviewing  the  nation's  top 
health  experts  -  all  with  the  goal  of  writ¬ 
ing  books  that  hundreds  of  thousands 
(and  sometimes  millions!)  of  our 
readers  can  use  to  improve  their  lives. 

If  you've  carved  out  a  health  reporting 
beat  at  a  mid-sized  daily  --  and  some 
of  your  clips  show  you  know  “how-to" 
service  journalism  -  we  should  talk. 
We're  alsa  loaking  for  a  big-city 
medical  reporter  who  yearns  for  a  new 
challenge,  and  can  wow  us  with  depth 
of  their  Health  knowledge,  contacts  and 
writing  style. 

Located  in  Eastern  Pennsylvania  -- 
about  60  minutes  north  of  Philadelphia 
and  90  minutes  west  af  New  York  City 
"  Rodale  Press  publishes  PREVENTION 
and  MEN'S  HEALTH  magazines.  We 
also  wrote  the  DOCTORS  BOOK  OF 
HOME  REMEDIES,  which  has  sold  over 
1 5  million  copies  worldwide!  We  offer 
excellent  compensation  packages  and 
amenities  unheard  of  at  most  other  com¬ 
panies,  including:  a  gym,  onsite 
daycare,  health-food  cafeterias,  flexi¬ 
ble  scheduling,  high-match  401  (k), 
and  much  more.  Send  cover  letter, 
resume,  and  wark  samples  to: 

Human  Resources  Dept.,  (EP-HWBE) 
RODALE  PRESS,  INC. 

33  E.  Minor  Street 
Emmous,  PA  1 8098 

EOE 


! _ EDITORIAL _ 

JOIN  MISSISSIPPI'S  BEST  Community 
Daily  as  a  copy  editor/ page  designer. 
The  Natchez  Democrat  is  seeking  an 
eager,  talented  journalist  to  join  our 
team.  Excellent  opportunity  and  bene¬ 
fits  for  the  right  candidate.  Send 
resume/clips  to  Stacy  Graning,  editar, 
P.O.  Box  1447,  Natchez,  MS  39120 
or  (ax  to  (601 )  442-7315.  E-mail: 
sgraning@natchezdemocrat.com 


HOME  AND  GARDEN 
WRITER  WITH  STYLE 

The  San  Diego  Union-Tribune  offers  a 
great  oppartunity  for  a  writer  with  a 
!  passion  and  flair  for  home  and  garden 
writing.  The  ideal  candidate  is  in  tune 
with  Southern  California's  lifestyle  and 
i  unique  gardening  climate,  spots  design 
and  gardening  trends  before  the  mag¬ 
azines,  brings  indoor  and  outdoor 
environments  and  their  creators  to  life 
in  vivid,  detailed  stories,  and  is  an 
editor  experienced  in  motivating 
freelancers.  Apply,  with  clips  and 
resume,  ta  Carl  Larsen,  Home/Garden 
j  Writer  Position,  The  San  Diego  Union- 
j  Tribune,  P.O.  Box  120191,  San  Diego, 
CA92112. 


;  JOIN  THE  RENAISSANCE  IN 
j  PASSAIC  COUNTY 

j  The  Herald  &  News,  a  50,000  daily  in 
northeastern  New  Jersey,  is  laoking  for 
a  few  goad  jaurnalists.  If  you're  com¬ 
mitted  to  excellence  and  enterprise  in 
community  reporting,  the  Herald  & 

I  News  is  the  place  for  you.  We  prefer 
candidates  from  Zones  1  and  2,  but 
will  make  exceptians  for  exceptional 
I  people. 

I  WE  NEED: 

ASSISTANT  MANAGING  EDITOR, 
ASSIGNMENT:  Join  a  partnership  com¬ 
mitted  to  making  the  news  report  - 
cityside,  sports,  business  and  features  - 
the  metrapolitan  region's  best.  We're 
in  one  of  the  nation's  most  competitive 
I  markets,  sa  we  need  a  committed  pro 
j  with  a  distinguished  record.  We're  com¬ 
mitted  to  an  inclusive  leadership  that 
I  challenges  and  values  reporters.  Send 
j  your  resume  and  work  samples  to  Jim 
McGarvey,  editor. 

CITY  EDITOR:  Lead  our  reporting  crew 
as  they  uncover  the  news  in  landscapes 
that  range  from  the  gritty  urban  to  the 
bucolic  rural.  We  have  it  all.  We  need 
I  a  leader  who  can  inspire,  instruct  and 
I  coach.  Fluency  in  Spanish  is  a  plus, 
j  Send  your  resume  and  clips  to  Jim 
j  McGarvey,  editor. 

LIBRARIAN:  Be  the  keeper  of  our  institu¬ 
tional  -  and  electronic  -  memory,  be 
our  web  meister  and  be  the  leader  of 
digital  research  in  a  newsroom 
[  draicated  to  computer  assisted  report¬ 
ing  in  all  its  manifestations.  You  must 
be  a  cyber  pro  to  win  this  position. 
Send  resume  and  work  samples  to  Jim 
McGarvey,  editor. 

EDITORIAL  PAGE  EDITOR:  With  the 
editor  and  publisher,  you'll  set  the 
agenda  for  Passaic  and  southern 
Bergen  counties.  We're  looking  for  an 
activist  editor  who'll  be  a  presence  in 
our  communities  as  well  as  the 
newsroom's  finest  essayist.  Send  your 
resume  and  clips  to  Jim  McGarvey, 
editor. 


Visit  our  website  at  The  Herald  &  News 

www.rodalepress.com  988  Main  Avenue,  Passaic,  NJ  07055 


!  _ EDITORIAL _ 

MANAGING  EDITOR  -  Today's 
News-Herald  (Lake  Havasu  City,  AZ), 
a  1 2,000  five-day  daily  in  popular 
resart/recreation  area,  is  seeking  a 
versatile  newsroom  leader  with  solid 
experience  and  high  standards.  This 
position  is  responsible  for  day-to-day 
news  decisions  and  reports  to  the  pub¬ 
lisher.  Must  be  experienced  with  com¬ 
puter  design  tools  such  as  QuarkXPress 
and  Photoshop  and  have  pagination 
skills.  The  successful  applicant  will  have 
at  least  five  years  of  newspaper  expe- 
!  rience  and  three  years  in  a  newsroom 
I  management  pasitian.  Compensation 
1  highly  competitive,  DOE.  Resume,  work 
I  product  samples  to  Michael  Quinn, 
i  publisher.  Today's  News-Herald,  2225 
j  W.  Acoma  Blvd.,  Lake  Havasu  City, 

I  AZ  86403.  E-mail: 

i  quinn@havasunews.com  EOE 

I 

MANAGING  EDITOR,  REGULATION 

The  Cato  Institute  seeks  a  managing 
editar  for  Regulation,  its  quarterly 
magazine.  Duties  include  managing 
productian  pracess,  advertising  and 
direct  mail,  working  with  editor  and 
designer,  same  capy  editing  and 
I  occasional  writing.  Valuable  qualities 
I  in  applicants  would  include  magazine 
I  experience,  writing  ability,  knowledge 
j  of  QuarkXPress  and  magazine  layout, 
i  knowledge  of  economics  and  commit¬ 
ment  to  free  markets.  Send  resume  to 
I  davidb@cato.org  or  David  Boaz,  Cato 
1  Institute,  1000  Massachusetts  Avenue 
:  NW,  Washington,  DC  20001. 

i 

;  MANAGING  EDITOR  -  If  challenge, 
opportunity  and  competition  light  your 
I  fire.  If  creating  a  productive  team 
atmosphere  gives  you  goose  bumps.  If 
community  journalism  is  your  mantra. 
You  may  be  aur  managing  editor.  You 
I  will  direct  day  to  day  operations  of  a 
I  30-person  newsroom  with  an  eclectic 
1  mix  of  old  pros  and  neophytes.  You 
I  will  connect  with  an  affluent  and 
sophisticated  community  that  includes 
Flarida  and  national  leaders  in  busi¬ 
ness,  the  professions,  government, 
education  and  the  arts.  And  you  will 
j  publish  a  bright,  fresh  product  daily 
'  that  shouts,  “This  is  Boca  Raton,  Flor- 
:  idol”  Interested?  Contact  Michael 
Martin,  publisher.  The  Boca  Raton 
News,  33  SE  3rd  Street,  Boca  Raton, 
j  FL  33432.  E-mail: 

mbmartin@bocaratonnews.com 
Phone  (561 1395-8300 
;  Fax  (561 1338-4850 _ 

AAANAGING  EDITOR  -  The  American 
Legion  Magazine,  the  monthly  general 
interest  magazine  of  the  nation's 
i  largest  veterans  organization,  is  seek¬ 
ing  an  experienced  Managing  Editor. 
Ideal  candidates  will  have  at  least 
5  years  writing/editing/management 
experience,  preferably  at  the  maga¬ 
zine  level;  B.S./B.A.  in  Journalism  or 
related  field  or  equivalent  experience 
with  computer  layout.  Qualified 
military  veterans  are  encouraged  to 
apply  (or  this  position. 

I  Send  letter  of  introduction,  clips  or 
portfolio  ond  salary  requirements  to  - 
Director,  Human  Resaurces,  P.O.  Box 
1055,  Indianapolis,  IN  46206.  EOE 


_ EDITORIAL _ 

MANAGING  EDITOR 

4,000  circulation  (Troy,  AL)  Messenger, 
an  award-winning  community  daily  in  a 
growing  university  town  seeks  managing 
editor.  Candidate  should  have  3-5  years 
of  newsroom  management  experience, 
being  able  to  direct  a  newsroom  staff 
of  5  while  being  productive  in  print. 
Pagination  and  page  design  skills  a 
plus,  as  is  an  overall  understanding  of 
all  areas  of  newspaper  operation.  Earn¬ 
ing  potential  to  $40,000+  with  bonus, 
excellent  benefits,  and  opportunity  for 
advancement  in  Boone  Newspaper 
organization.  Send  resume  and  clips  ta 
Rick  Reynolds,  P.O.  Box  727,  Troy,  AL 
36081,  fax:  (334)  566-4281  or 
E-mail:  rixnews@p-c-net.net 


METRO  EDITOR 

The  Seattle  Times  seeks  a  high-energy, 
news-sawy  metro  editor  to  direct  its 
local  reporting  staff.  The  position  offers 
considerable  challenges  and  equal 
rewards.  The  Seattle  area  is  one  of  the 
nation's  most  dynamic  news  play¬ 
grounds,  and  is  confronting  a  dramatic 
array  of  social,  economic  and  political 
changes  into  the  next  century.  The 
Times  is  an  award-winning  news  oper¬ 
ation  with  a  strong  ethic  in  investigative 
and  public-affair  reporting,  a  staff  of 
knowledgeable  veterans  and  hungry 
young  runners,  and  a  shared  ambition  to 
get  even  better.  It  publishes  in  a  rare  and 
exciting  competitive  environment,  and  is 
committed  to  its  distinction  as  one  of  the 
nation's  last  large  family-owned  news¬ 
papers.  The  metro  editor  will  have 
primary  responsibility  for  the  smooth, 
quick  and  creative  running  of  the  news¬ 
room's  core  department,  and  will  be  a 
chief  liaison  to  the  news  desk,  photo  and 
graphics,  and  the  other  newsgathering 
staffs.  The  person  will  work  with  a  team  of 
assigning  editors  to  sharpen  the  daily 
news  report,  to  pursue  smart  enterprise 
stories  off  the  news  and  to  bring  more 
edge  to  our  beat  coverage.  Candidates 
must  have  proven  skills  at  judging  news 
and  motivating  people  in  a  successful 
daily  news  operation.  Please  send 
resume,  samples  of  breaking-news  and 
enterprise  coverage,  and  cover  letter 
summarizing  strengths  and  news  phi¬ 
losophy  to  PATRICIA  FOOTE,  AME/ 
HIRING,  THE  SEAHLE  TIMES,  P.O. 
BOX  70,  SEATTLE,  WA  981 11. 


MUSIC  EDITORS 

New  Times  has  immediate  openings 
for  music  editors  at  its  weekly  newspa¬ 
pers  in  Houston,  San  Francisco  and  Ft. 
Lauderdale.  Strong  writing  skills  essen¬ 
tial.  Job  entails  planning/editing  music 
sectian,  hiring  freelance  reviewers,  and 
writing  a  local  music  column  as  well  as 
nan-music  feature-length  pieces.  Send 
cover  letter,  resume  and  five  best  clips 
to  Andy  Van  De  Voorde,  executive 
associate  editor.  New  Times  Inc.,  P.O. 
Box  5970,  Denver,  CO  80217. 

No  calls  or  E-mail,  please 


PAGE  DESIGNER  WANTED.  Design 
experience  and/or  Baseview  system 
experience  a  bonus,  but  not  required. 
Paper  is  7-day  PM  (Sunday  AM) 
between  Cleveland  and  Pittsburgh. 
Will  design  inside  and  section  fronts. 
All  sections. 
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HELP  WANTED 


_ EDITORIAL _ 

NEWS  EDITOR 

High-quality,  seven-day  AM  daily  with 
1 7,500  circulation  in  one  of  New  Eng¬ 
land's  most  beautiful  spots  seeks  a 
thoughtful  and  energetic  editor  to  run 
the  daytime  news  operation.  The  job 
involves  supervising  o  10-reporter  staff 
from  story  origination  through  initial  con¬ 
tent  editing  and  then  presenting  o 
cogent  news  budget  at  the  nightly  meet¬ 
ing.  We're  looking  for  someone  with 
vision  and  leadership  ability  who  also 
has  good  organizational  skills.  A  min¬ 
imum  of  two  years  editing  experience 
at  a  daily  newspaper  required.  No 
phone  calls.  Send  fetter,  resume  and 
three  work  samples  to  Jim  Fox,  editor. 
Valley  News,  P.O.  Box  877,  White 
River  Junction,  VT  05001 . _ 


NIGHT  NEWS  EDITOR  -  The  Cape 
Cod  Times  is  seeking  a  take-charge 
editor  to  lead  the  night  news  operation. 
Duties  include  deadline  editing,  headline 
writing  and  training,  supervising  and 
assigning  copy  editors  and  reporters. 
Successful  candidate  will  be  a  hi^h- 
energy  journalist  with  razor-sharp  editing 
skills,  a  love  of  news,  and  a  demonstrated 
appreciation  for  story  presentation  (and 
making  deadline).  Newsroom  manage¬ 
ment  and  pagination  experience  pre¬ 
ferred.  Send  letter,  resume,  salary  history 
and  samples  of  your  work  and  present 
newspaper  to  Cliff  Schechtmon,  editor. 
The  Cape  Cod  Times,  319  Main  Street, 
Hyannis,  MA  02601 . _ 

PAGE  DESIGNER/COPY  EDITOR 

Page  Designer/Copy  Editor  needed 
for  excellent  employee-owned  24,000 
circulation  daily  with  new  color 
presses,  fresh  redesign,  new  feature 
sections.  Creative  and  trained  eye  for 
design  and  packaging  is  paramount; 
also  looking  for  strong  grammar  skills, 
attention  to  detail,  accuracy  and  love 
of  journalism.  Quark  experience  nec¬ 
essary.  Send  resume  and  3-5  sam¬ 
ples  of  work  to  -  Horry  Orschein,  The 
Monroe  Evening  News,  P.O.  Box 
1 176,  Monroe,  Ml  48161 . 


REPORTER  WANTED 
Get  your  start  here.  General  assign¬ 
ment  reporter  needed  for  5,500 
Northeastern  Colorado  daily  newspa¬ 
per.  Will  consider  recent  journalism 
graduates.  If  interested,  send  resume, 
salary  requirements  and  five  clips  to: 
Todd  Hepler,  editor 
Journal-Advocate 
P.O.  Box  1272 
Sterling,  CO  80751 
Phone  (970)  522-1990 
Fax  (970)  522-2320 
E-mail  sjournal@journal-advocate.com 


REPORTER 

The  Charleston  (WV)  Gazette  has  an 
opening  for  a  business  editor  and 
writer.  We're  looking  for  an  editor  with 
ideas  and  initiative  who  can  oversee 
and  write  for  two  weekly  business  sec¬ 
tions  plus  daily  coverage.  Experience  is 
a  plus.  The  Gazette  is  West  Virginia's 
largest  newspaper  with  a  52,000  daily 
circulation,  101,000  Sunday.  We're  a 
morning  newspaper  in  the  state  capi¬ 
tal.  Send  your  resume  and  clips  to 
Rosalie  Earle,  managing  editor.  The 
Charleston  C^zette,  1001  Virginia 
Street  E,  Charleston,  WV  25304. 


_ EDITORIAL _ 

PUBUC  RELATIONS  POSITION 
(FOR  FORMER  LEGAL  WRITER) 
BASED  IN  ATLANTA,  GEORGIA 

This  is  a  full-time  Account  Executive 
position  (no  freelancers,  please)  in 
Atlanta  for  a  public  relations  agency 
that  deals  exclusively  with  attorneys. 
We  need  a  journalist  with  background 
in  covering  courts,  especially  civil 
cases.  Must  be  able  to  quickly 
synopsize  complex  legal  documents, 
especially  camplaints.  The  ideal  candi¬ 
date  will  have  at  least  2  years  of  full 
time  daily  reporting  experience  with  a 
professional  news  organization.  A 
major  portion  of  this  position  involves 
pitching  story  ideas  to  the  national 
media. 

We  are  looking  for  a  high-energy,  self- 
motivated  individual  who  wants  to 
become  a  publicist.  The  job  is  20%  writ¬ 
ing  and  80%  pitching  news  stories. 

Salary  depends  on  experience.  When 
responding  to  the  ad,  please  indicate 
haw  many  trials  you  have  covered  and 
what  types. 

Fax  resume  to  (404)  633-8440  or  call 
Brenda  Fontaine  at  (404)  633-1 055  or 
E-mail  to:  McFontaine@aol.com 


REPORTER  -  40,000  PM  doily  seeks  a 
full-time  reporter  who  thrives  on  dig¬ 
ging  up  information  and  then  crafting 
it  into  a  well-written,  detail-packed 
article.  Minimum  requirements:  some 
professional  newspaper  reporting  intern¬ 
ship;  clips  that  demonstrate  com¬ 
pleteness,  creativity,  and  eye  for  features 
and  good  writing  skills;  and  a  com¬ 
mitment  to  the  profession.  Competitive 
salary  and  benefits.  Opportunities  for 
growth;  equal  opportunity  employer. 
Send  resume,  six  best  clips  and  names  of 
three  references  to: 

Steve  Morse 
Metro  Editor 
Jackson  Citizen  Patriot 
214S.  Jackson 
Jackson,  Ml  49201 -2282 


REPORTER:  The  award-winning  Los 
Angeles  Business  Journal  seeks  nard- 
charging  reporter.  Applicants  shauld 
have  1  -3  years  af  experience,  business 
journalism  and/or  daily  newspapers  a 
plus.  Please  send  resume/clips  to  Mark 
Lacter,  editor,  Los  Angeles  Business 
Journal,  5700  Wilshire  Blvd.,  Suite 
1 70,  Los  Angeles,  CA  90036. 

REPORTER  -  The  Jewish  State,  inde¬ 
pendent  community  weekly,  seeks  self¬ 
starter  with  knowledge  of  Jewish 
affairs.  Resume,  5  clips,  references, 
TJS,  Suite  203,  320  Raritan  Avenue, 
Highland  Park,  NJ  08904. 


REPORTER 

The  Daily  Iberian,  in  the  heart  of  Louis¬ 
iana's  Cajun  Country,  still  is  looking 
for  a  general  assignment  reporter  for 
our  7-day,  1 5,000  circulatian,  award¬ 
winning  newspaper.  The  ideal  candi¬ 
date  will  have  strong  writing,  spelling 
and  grammar  skills  as  well  as  an 
intense  curiosity.  Send  cover  letter, 
resume  and  clips  to  Jim  Smith,  manag¬ 
ing  editor.  The  Daily  Iberian,  P.O.  Box 
9290,  New  Iberia,  LA  70562  or  fax  to 
(31 8)  367-9640  or  E-mail  to: 

dailyiberian@AISP.net 


EDITORIAL 


EDITORIAL 


to  iwMln9  •  iMm  of /ovtimMs  to  eowr  company 

n$w*.  Thtk  ilorim  wM  Boonnach  mot*  0qiMu-<>fhnt$d  mdan  than  mtff 
oUm  on-tloa  imn  organbatloo  In  ^  country. 

BiklgaNawa  la  alae  buMhtg  a  global  taam  of  itmUa  aMora  to 
potMon  aalactatl  atorlaa  for  uaa  In  nawapapara  and  In  Ita  own  and 
parbmn’Wab  abaa. 

II  you'ra  Intaraatad  In  joining  ona  of  bta  worWa  top  noma  orgamta- 
bona,  ma'ra  looking  lor  tha  hboning; 

»MANAOmO  EDITOR.  MEDIA  PRODUCTS:  Supefvising  and 
coordinating  thfea  editing  teams  in  each  globai  region  as  thay  work 
with  reporters  to  craft  stories  for  newspaper,  magazine  and  Web 
readers.  AvaMabie  to  those  with  a  print  or  HTML  background. 
Extensive  experience  in  muftipie  sectors  of  financial  ioumaiism  is 
essential.  New  York. 

»MAJOR  STORIES  EDITOR:  Ftesponsiile  tor  researching,  setect- 
ing  and  coordinating  a  constant  scheduie  of  maior  regionai  and 
giobal  stories.  Extensive  and  wide-ranging  experience  of  business 
journalism  is  essential.  New  York. 

^PHOTOSte-QRAPHICS  EDCTOR:  Fi6Spon8i>le  tor  procurkrg, 
selecting  «id  mainlaining  global  databases  of  photos,  graphics, 
video  and  audio  dips.  Extensive  experience  in  on-lne  phoio-joumat- 
ism,  news  jpaphics  or  general  multi-media  production  is  essential. 
Now  York. 

NpSYNNMCATIOflS  EDITOR:  Ftesponstoie  for  coordinating  and  pro- 
^  moting  the  use  of  daly  schedules  of  stories  by  other  medto,  and 
maintaining  relationships  with  businMS  edftors  across  the  U.S. 
Extensive  experience  in  print  jownaiism  is  required.  New  York. 

STOCK  MARKETS  EDITOR:  Coordirialing  arid  writing  broad  and 
sector  analysis  of  market  indexes,  fund  flows  and  muluai  fund  adfvNy. 
Substantiai  equHies  anatysis/reponing  eiqwfience  esssniiaL  New  York. 

COIMPAflNES  WERE  EOrrORS:  Flng  company  news  in  a  fast- 
paced  environment  where  seconds  count  Accuracy,  spN  secotKl 
headhie  writing  skis,  and  a  sftong  understanding  of  the  equiee  mar¬ 
kets  ate  required.  Experience  wifti  one  of  our  top  three  ooinpefllors  or 
a  major  brocKicasIfng  outlet  is  preferred.  New  York. 

>COMPAMES  SECTOR  REPORTBIS:  A  few  positions  are  stiN 
avalable  in  AirikiM,  BioTech.  Broadcasting  ■»'  Cable,  E-Commeroa, 
and  Newspapers  *  Publishing.  Only  experienced  specialist  reporters 
should  apply.  Locations  are  flextole. 

PRODUCT  MARKETINQ  SPECIAIJST:  Helping  develop  mar¬ 
keting  arxJ  support  progrwns  tor  BridgeNews  sales  globaly. 
Experience  in  finandat  services  kidu^  required. 

BiTRV-LEVEL:  We’re  also  starting  to  take  applications  for  next 
year's  entry-ievei  positions,  suiting  those  with  at  least  Mam  or 
trainee  experience  with  a  major  news  organization.  Internships  wW 
also  be  avaflable  in  several  kxMions. 

Bribga  Mormabon  Syalatna  haa  gnam  rapidly  by  acguklng  aauaral  compth 
niaa,  moat  racanby  Dow  Jonaa  Itarkatanklarala  and  tha  front  oifka  ayttataa 
dMaion  olJUKAaaamimaltaaouelurlngandeooaoddabeogabtanapaod 
actoaa  tha  bnandal  kdormadon  Induaby  Dridga  la  laadkig  boat  tha  floriL  as 
both  §  cotht^ih  ond  boothciof%  h  i$  now  dto  Bupphtfo^hnonchd 
mWWwOOn  m  WOnn  mlO  oOmn  MiftonCmy  m90Vn0  90COmHWf^9mWOnOWmm» 

BridgaNamhaadotJbladlnabathapaatSyaaraandlanomouartOOMI- 
bma  joumadata  oparabng  a  raaMma  financial  and  ganaral  naata  aandca 
from  mota  than  100  loeabona  wotidarlda.  Akaady  a  laadar  In  coming  glob- 
al1lnaoelalmarkala,ltl)raaliamuehofbmgomna»aolandaeonoailcnam 
mbkhaBaetabma. 


E-ma:  tei'er  and  resume  m  tc«l  formal  (ro  atiachmenf’:!  fo 

■ih*:  -  Ef'flge  com  or  fa«  to  212-372-2709 

Bfrdge’.’r-.v-  :,;.h  fr-r  3  World  Financial  Center.  200  VeseySl ,  NY,  NY  ' 


t 


www.mediainfo.com 


EDITOR  &  PUBLISHER  /  JANUARY  30,  1999 


57 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mecliainfo.com  •  michelea@mediainfo.com 


HELP  WANTED 


The  VincJicator,  a  90,000  PM  daily,  is 
looking  for  an  experienced,  self 
mafivated  reporter  to  tackle  the  highly 
energized  news  environment  of  north¬ 
east  Ohio.  If  you've  got  solid  reporting 
and  writing  skills,  an  interest  in  data- 
based  reporting  and  a  knock  for  meld¬ 
ing  words  with  graphics  and  pictures, 
send  cover  letter,  resume  and  clips  to 
Anthony  G.  Paglia,  senior  regional 
editor.  The  Vindicator,  P.O.  Box  780, 
Youngstown,  OH  44501-0780. 

_ No  phone  colls,  pleose _ 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish  in- 
depth,  well-crafted  stories  that  explore  the 
issues,  events  and  personalities  that  make 
our  communities  tick.  Our  stories  inform 
and  entertain  readers,  provoke  strong 
reactions  and  win  national  awards. 

If  you  understand  the  difference  between 
magazine-style  reporting  and  the  hurried 
fact-finding  of  daily  papers,  if  your  copy 
is  as  much  a  pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland  and  St.  Louis. 
New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  oji^lications 
{no  phone  calls  or  E-mail,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SAVVY  COPY  EDITOR-Paqe  Designer 
to  lead  Monday-Saturday  daily's 
redesign.  Full-time,  competitive  salary, 
excellent  benefits.  Send  resume,  clips  - 
Peggy  Steward,  managing  editor. 
Daily  Record,  401  N.  Main  Street, 
Ellensburg,WA  98926. _ 

SENIOR  STAFF  WRITER  -  Fast  growing 
Internet  newswire  is  seeking  a  senior  staff 
writer.  The  Washington,  D.C.  based 
www.ConservativeNews.org  is  an  aggres¬ 
sive  news  team  that  is  seeking  an  expe¬ 
rienced,  energetic,  creative,  conservative 
reporter  for  our  1 00,000  +  daily  website. 
Must  possess  excellent  written  and  verbal 
skills  and  the  ability  to  handle  many  tasks 
on  tight  deadlines.  Will  also  be  responsi¬ 
ble  for  some  editing  and  story  assign¬ 
ments.  Sense  of  humor,  a  plus.  Com¬ 
petitive  salary  with  excellent  benefits. 
Send  resume  and  clips  to  Dorothea 
Cooke,  managing  editor.  Conservative 
News  Service,  1 T 3  South  West  Street, 
Suite  200,  Alexandria,  VA  22314,  (703) 
683-9733  or  E-mail: 

dcooke@cnsnews .  org 


SICK  OF  SNOW? 

Award-winning  30,000  daily  on  Flor- 
j  ida's  sunny  east  coast  seeks  talented 
!  team  players: 

COPY  DESK  CHIEF  -  3+  years 
supervisory  experience,  team  builder, 
able  to  meet  deadlines  for  fully 
paginated  QuarkXPress/PC  8-person 
universal  desk  with  high  design  stan¬ 
dards. 

COPY  EDITOR  -  good  design  and  work 
skills  vital,  pagination  experience  and 
interest  in  sports  a  plus. 

G.A.  REPORTER  -  1  +  years  experience 
for  varied  beat  in  highly  competitive 
1  market. 

!  Resumes  and  work  samples  by  2/16/ 
j  99  to  A.  Westbury,  The  Tribune,  600 
j  Edwards  Road,  Fort  Pierce,  FL  34982. 

1  Checkusoutatwww.stluciecounty.com 

I  SPORTS  EDITOR  -  A  six-day,  6,000 
I  circulation  newspaper  seeks  a  sports 
j  editor  interested  in  covering  community 
j  sports.  Duties  on  this  one-person  desk 
!  also  include  editing  Associated  Press 
copy  and  paginating  pages.  State-of- 
the-art  equipment.  Opportunities 
available  in  television  reporting.  Expe¬ 
rience  on  a  college  newspaper  or 
weekly  preferred.  Rease  send  letter, 
j  resume  and  clips  to  Belinda  Chase, 
managing  editor,  Ketchikan  Daily 
News,  P.O.  Box  7900,  Ketchikan, 
Alaska  99901 . 

SPORTS  PAGINATOR/REPORTER 
j  The  Carroll  County  Times,  a  23,(X)0- 
I  circulation  suburban  daily  in 
Maryland,  seeks  a  creative  jaurnalist 
with  strong  copy  editing  skills  to  design 
j  section  and  provide  backup  coverage 
of  6  high  schools,  two  colleges,  the 
!  Orioles  and  the  Ravens.  QuarkXPress 
i  skills  a  plus.  Send  resumes,  tearsheets 
I  and  clips  to,  P.O.  Box  346, 
Westminster,  MD  21158. 

SPORTS  WRITER  -  Do  you  love  sports? 

1  Can  you  work  effectively  on  your  own? 

•  The  Rutland  Herald,  a  22,000-plus 
I  circulation  daily,  is  seeking  an  experi- 
i  enced  sports  writer  to  work  in  our 
j  Southern  Vermont  Bureau  in  Spring- 
j  field,  VT.  We're  looking  for  a  self- 
j  motivated  team  player  vmo  can  thrive 
:  in  a  fast-paced  environment.  The  suc¬ 
cessful  candidate  will  possess  strong 
writing  skills  and  provide  coverage  of 
high  school  sports  in  a  broad  area,  so 
speed  and  accuracy  are  essential.  Com- 
'  petitive  salary  and  a  good  benefits 
'  pockoge.  Send  cover  letter,  resume 
and  work  samples  to  Bob  Fredette, 
j  sports  editor,  c/o  Rutland  Herald,  P.O. 
Box  668,  Rutland,  VT  05702. 


_ EDITORIAL _ 

I  THE  ARIZONA  REPUBLIC,  one  of  the 
I  fastest  growing  US  papers,  seeks  - 
j  experienced  reporters  who  can  find  the 
j  hidden  stories  to  grab  our  half-million 
subscribers.  Investigative  skills  a  plus. 

1  Reporters  with  2  to  5  years  experience 
i  at  mid-sized  papers  who  can  write  com¬ 
pelling  stories  of  our  neighborhoods 
and  towns.  Top  reporting  and  writing 
skills  and  excitement  about  journalism 
a  must. 

Competitive  pay  and  excellent  benefits 
are  offered. 

Send  cover  letter  and  resume  to  Julia 
Wallace,  managing  editor.  The  Ari- 
i  zona  Republic,  200  E.  Van  Buren 
I  Street  NM19,  Phoenix,  AZ  85004,  or 
E-mail  same  to  julia.wallace@pni.com 

THE  ARKANSAS  DEMOCRAT-GAZEnE, 
winner  of  the  Dallas  Press  Club's  presti¬ 
gious  Katie  Award  as  the  Southwest's  best 
major-market  news-  paper,  is  conducting 
a  national  search  for  business  reporters 
and  editors.  The  Democrat-Gazette  is  a 
rising  regional  newspaper  with  Sunday 
circulation  of  300,000. 

;  BUSINESS  REPORTERS 

Candidates  should  have  at  least  three 
years  of  daily  newspaper  or  weekly 
business  journal  experience,  crisp 
news  and  elegant  feature-writing 
skills,  and  above  all  the  knack  for 
unearthing  the  beat  story  that  is  com¬ 
monly  ignored  at  other  newspapers. 

ASSISTANT  BUSINESS  EDITOR 
Candidates  should  have  at  least  two 
[  years  of  editing  experience.  Requisites 
I  are  strong  reporting  and  writing  skills 
I  (including  rewrite),  sound  news  judg- 
j  ment,  an  eye  for  design  and  graphics, 

I  and  an  even-keeled  temperament. 

^  Please  send  resume  and  1 5  clips  to: 

J.E.  Beazley 
Senior  Editor,  Business 
Arkansas  Democrat-Gazette 
121  East  Capitol  Avenue 
_ Little  Rock,  AR  72201 _ 

,  THE  DAILY  NEWS-RECORD,  a  32,000 
I  morning  daily  in  the  scenic  Shenan- 
I  doah  Valley  of  Virginia  is  seeking  an 
j  assistant  city  editar  and  a  general 
I  assignment  reporter.  The  ACE  candi- 
;  date  must  have  desk  experience. 

!  Knowledge  of  pagination  and  web 
j  sites  would  be  helpful.  Reporter  candi- 
;  dates  must  have  at  least  2  years  expe- 
j  rience.  contact  Ken  Mink,  managing 
i  editar.  Daily  News-Record,  231  Liberty 
Street,  Harrisonburg,  VA  22801 
No  phone  calls,  please 


For  quicker  placement,  you  can 
Fax  your  ad  along  with  your 
Visa/MasterCard/AmericanExpress 
number  and  expiration  date  to 

(212)  929-1259 


_ EDITORIAL _ 

THE  BULLETIN,  a  30,000  circulation 
daily  in  beautiful  Bend,  Oregon,  is  look¬ 
ing  for  a  few  enterprising  senior  beat 
reporters  to  round  out  its  growing 
newsroom  staff.  Required:  Ability  to 
write  and  think  clearly.  Beat  expertise 
desired,  but  will  consider  talented  gen¬ 
eralists. 

HEALTH:  Seeking  a  reporter  who  can 
stay  atop  news  in  a  regional  health¬ 
care  hub,  medical  trends  in  the  state 
that  pioneered  Medicare  reform  and 
doctor-assisted  suicide,  and  wellness 
features  in  a  fitness-crazy  area. 

ENVIRONMENT:  Praven  talent  needed 
for  a  premier  beat.  Reporter  will  cover 
a  variety  af  issues  from  quality  of  tap 
water  ta  management  af  public  lands 
in  a  diverse  and  rapidly  changing 
landscape.  Ideal  candidate  will  be  both 
aggressive  and  fair-minded. 

GOVERNMENT:  Cover  public  policy  in 
one  of  the  Northwest's  fastest  growing, 
most  dynamic  areas.  Need  a  journalist 
who  can  report  beyond  the  city  council 
docket  to  produce  lively  enterprise  and 
investigative  work. 

I  The  Bulletin  is  a  growing,  family- 
owned  newspaper  with  proud  tradi¬ 
tions  and  a  bright  future.  Our  employ¬ 
ees  earn  competitive  pay  and  benefits 
and  get  to  live  in  a  year-round  recrea¬ 
tion  paradise.  Send  cover  letter, 
resume  and  clips  to  John  Henrikson, 
associate  editor.  The  Bulletin,  1526 
N.W.  Hill  Street,  Bend,  OR  97701. 

!  Drug  screening  required. _ 

1  THE  DAILY  NEWS,  a  scrappy  tabloid 
I  in  Philadelphia,  is  looking  for  an 
assigning  editor  to  work  with  our  sea¬ 
soned  feature  writers  to  develop  pro¬ 
vocative  lifestyle  stories.  We  want  a 
;  deadline-oriented  pro  with  creative 
I  approaches  who  can  help  reporters 
j  shape  their  good  ideas  into  Page  One 
stories.  Send  a  resume  and  10  story 
ideas  to  Deborah  Licklider,  Box  7788, 
i  Philadelphio,  PA  19101 . _ 

I  THE  DULUTH  NEWS-TRIBUNE,  an 
i  award-winning,  Knight  Ridder  news¬ 
paper  on  the  shores  of  Lake  Superior 
I  that  serves  northwestern  Wisconsin 
'  and  northern  Minnesota  with  daily 
1  readership  of  over  1 28,000  people,  is 
I  looking  for  the  following  professionals 
to  join  our  team: 

EXECUTIVE  NEWS  &  PRESENTATION 
EDITOR  Principal  duties  include 
supervising  copy  and  design  desks  and 
artists;  planning  Sunday  papers  and 
acting  as  Sunday  editor;  working  as 
'  slot  editor  as  required;  and  raising  the 
CKiper's  standards  for  copy  editing, 
headline  writing  and  presentation. 
Send  resume,  work  samples  that 
i  demonstrate  your  skills  and  anything 
else  that  you  think  pertinent  to  David 
Holwerk,  Mitor. 

COPY  EDITOR  Principal  duties 
include  deciding  wire  content,  giving 
readers  in-depth  stories  and  news  they 
can  use  to  make  a  difference  in  their 
lives.  Also  must  write  great  headlines, 

;  tightly  edit  wire  and  staff  copy,  design 
I  reader-friendly  pages  and  show 
enthusiasm  for  new  challenges.  Send 
j  resume,  headline  and  editing  clips, 

I  page  layouts  and  at  least  four 
i  references  to  Karron  Skog,  team 
j  leader. 

Duluth  News-Tribune,  424  West  First 
!  Street,  Duluth,  MN  55802. 
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HELP  WANTED 


_ EDITORIAL _ 

THE  EVANSVILLE  COURIER  &  PRESS  is 
a  brand-new  Indiana  newspaper  with 
a  1 50  year  tradition  (circ  74K  AM, 
107K  Sunday).  With  a  completely 
redesigned  and  energized  product, 
we're  looking  for  enthusiastic,  pro¬ 
fessional,  people-oriented  journalists 
with  fresh  ideas  to  embrace  positive 
change  and  editorial  improvement  to 
move  us  to  the  next  level. 

SPORTS  EDITOR  -  Need  aggressive 
shirt  sleeve  editor  to  lead  staff  of  ten  in 
covering  oil  sports  for  both  genders 
with  a  focus  on  local  sports,  high 
school  and  college.  Must  be  skilled  in 
editing  and  layout  and  design.  Must 
hove  minimum  of  five  years  writing/ 
editing  experience. 

BUSINESS  EDITOR  -  Need  aggressive 
business  type  with  interpersonal  skills 
to  develop  and  maintain  contact  within 
a  booming  local  business  environment 
(Toyota,  AK  Steel,  Bristol-Myers 
Squibb,  Whirlpool,  Alcoa,  General 
Electric).  Seeking  excellent  writing  and 
editing  skills  and  some  OPS  design 
skills.  Must  hove  a  minimum  of  three 
years  business  writing/editing  experi¬ 
ence. 

ASSISTANT  METRO  EDITOR  -  Need 
seasoned  writer/editor  to  lead  a  staff 
of  1 8  reporters  to  enhance  a  com¬ 
pletely  r^esigned,  all-new,  all-local 
section  of  our  newspaper.  Staff  com¬ 
prised  of  seasoned  veterans  and  eager 
newcamers. 

All  positions  offer  competitive  com¬ 
pensation  and  on  excellent  benefits 
package  to  include  flexible  benefits 
plan,  pension,  thrift  and  401  (k)  plans, 
slock  purchase,  and  more. 

Please  send  resume  in  canfidence  to  J. 
Bruce  Baumann,  managing  editor, 
Evansville  Courier  &  Press,  P.O.  Box 
268,  Evansville,  IN  47702  or  E-mail  to: 
jbruce@evansville.net 

THE  MIAMI  HERALD  seeks  experienced 
sports  copy  editors.  Five  years  at  a 
100,000-plus  daily  preferred;  strong 
editing  and  a  creative  approach  are 
musts.  Send  resume  and  work  samples 
to  Ted  Green,  assistant  sports  editor,  1 
Herald  Plaza,  Miami,  FL  33132. 

E-mail  tgreen@herald.com 
or  call  (305)  376-4993 


THE  PULITZER-WINNING  Pt.  Reyes 
Light  needs  a  general  assignment 
reporter  (recent  J-School  grad  ok). 
Weekly  is  40  miles  north  of  San  Fran¬ 
cisco.  Send  resume  and  clips  to  Box 
2 1 0,  Point  Reyes  Station,  CA  94956  or 
Fax  to  (41 5)  663-8458 


THE  SEDALIA  DEMOCRAT,  judged  the 
best  designed  paper  in  Missouri  in 
1 998,  has  openings  for  a  sports  editor, 
sportswriter,  reporter  and  copy  editor. 
Openings  in  16-person  newsroom 
result  from  staffers  moving  to  bigger 
papers.  This  13,000,  paginated  AM 
80  miles  from  Kansas  City  -  We  cover 
Chiefs  home  games  -  and  40  miles 
from  Lake  of  the  Ozarks,  is  a  good 
paper  getting  better.  Reply  with  Tetter 
saying  why  you're  right  for  the  job, 
resume  and  clips  to  Oliver  Wiest,  P.O. 
Box  848,  Sedalia,  MO  65302. 

(800)  892-7856 


_ EDITORIAL _ 

THE  ST.  LOUIS  POST-DISPATCH,  the 
flagship  of  the  Pulitzer  Publishing 
Company,  seeks  an  experienced 
political  reporter  to  join  our  Washing¬ 
ton  bureau  will  be  a  self-starter  who 
can  research,  report  and  craft  stories 
that  keep  our  readers  abreast  of  local, 
national  and  international  issues  that 
come  before  the  delegations.  Foremost, 
we  want  a  reporter  who  can  explain 
how  the  decisions  of  the  delegation 
relate  to  our  Midwest  readers.  At  least 
five  years'  reporting  experience  at  a 
daily  newspaper  and  a  college  degree 
are  preferred.  To  apply,  send  a  cover 
letter,  resume  and  at  least  six  clips  that 
show  a  range  of  work  to,  Cynthia 
Todd,  director  of  recruitment,  St.  Louis 
Post-Dispatch,  900  North  Tucker  Bou¬ 
levard,  St.  Louis,  MO  63101.  The 
application  deadline  is  February  19, 
1999. 


!  THE  TRIBUNE  has  a  high  energy 
!  newsroom  in  the  competitive  Phoenix 
1  area.  Last  year,  we  won  AP  Arizona's 
j  top  three  awards  for  metro  papers.  The 
!  Arizona  Newspaper  Association  also 
j  awarded  the  paper  its  top  awards, 

I  including  general  excellence.  If  you 
!  have  the  experience  and  skills  to  help 
our  1 00,000  circulation  daily  in  one  of 
the  following  positions,  send  your 
portfolio  to  Jim  Ripley,  managing 
editor,  1 20  W.  First  Avenue,  Mesa,  AZ 
85210.  E-mail:  jripley@aztrib.com 

j  METRO  EDITOR.  Oversee  the  Tribune's 
newsgathering  staffs  and  be  responsi- 
I  ble  for  the  daily  local  repart.  Candi¬ 
dates  must  be  fiercely  competitive, 
skilled  at  generating  stories  and  story 
packages  and  editing  them  into  A-1 
quality,  and  experienced  enough  to 
coach  line  editors. 

ASSOCIATE  EDITOR -SCOnSDALE. 
Work  closely  with  our  Scottsdale 
editor,  managing  staff  and  generating 
the  daily  report  for  this  edition. 

CITY  REPORTER.  At  least  ane  year 
experience  covering  city  issues  is  pre¬ 
ferred.  We're  looking  for  an  enterpris¬ 
ing  reporter  who  can  dig  deep,  think 
I  critically  and  produce  stories  with 
relevance  to  readers'  lives, 
j  BUSINESS  WRITER.  Business  is  our 
j  second  front  and  local  business  and 
financial  stories  compete  for  A- 1 .  You 
should  have  at  least  two  years  report¬ 
ing  experience,  the  ability  to  break 
stories  and  take  them  beyond  the  num- 
I  bers. 


THE  TUSCALOOSA  NEWS,  a  40,000 
daily  owned  by  The  New  York  Times 
Co.  in  the  home  of  The  University  of 
Alabama  and  Mercedes-Benz,  has 
openings  for  the  following  positions: 
COPY  EDITORS  -  Strong  editing  and 
language  skills  essential  along  with  a 
knowledge  of  QuarkXPress  and  Word, 
and  have  a  good  background  in  page 
design. 

REPORTERS  -  Prafessionals  who  can 
report  accurately  and  quickly  and  write 
campelling,  interesting  and  entertain¬ 
ing  stories.  Send  resume  and  clips  ta 
Bruce  Giles,  executive  editor.  The 
Tuscaloosa  News,  P.O.  Box  20587, 
Tuscaloosa,  AL  35402. 


[  _ EDITORIAL _ 

j  TVData,  THE  LEADING  SUPPLIER  of  TV 
I  entertainment  information,  is  seeking  a 
I  features  assistant  managing  editar  with 
extensive  experience  writing  and  edit¬ 
ing  copy  according  to  AP  style  for  both 
print  and  the  Internet.  Fluency  in 
Spanish/French/German/Portuguese 
preferred.  Experience  with  Phatoshop 
and  comprehensive  knowledge  of 
sports  and  the  Canadian  entertainment 
industry  a  plus.  Minimum  four  year 
degree  in  jaurnalism  or  related  field 
and  two  years  of  supervisory  experi¬ 
ence  required.  We  offer  a  competitive 
salary,  excellent  benefits  package  and 
casual  dress  code.  Must  be  willing  to 
relocate.  Send  resume  to  TVData, 
Attn.,  Human  Resources,  333  Glen 
Street,  Glens  Falls,  NY  12801  or  E- 
mail  hr@tvdata.com  using  ASCII 
format. 


TWO  EXPERIENCED  REPORTERS/ 
strong  writers  sought  for  7-day  award¬ 
winning  newspaper  in  Nartheast  NY. 
j  One  will  cover  news  and  features  in 
I  several  local  communities  Tues-Sat. 
i  Second  will  be  general  assignment 
I  with  emphasis  on  business  Sun-Thurs. 
Flexible  hours,  with  some  evenings 
required.  Good  benefits.  We're  an 
hour  from  Montreal,  Burlington,  VT 
and  Lake  Placid.  Resume  and  clips  to 
News  Editor  Lois  Clermont,  Press- 
Republican,  PO  Box  459,  Plattsburgh, 
NY  12901. 

i  UNIVERISTY  OF  SOUTHERN  California 
seeks  journalist  to  cover  medical  stories 
at  its  busy  Health  Sciences  Campus, 

!  which  includes  5  hospitals,  more  than 
$100  million  in  research  and  1,200 
full-time  faculty.  Must  be  o  clear, 
accurate  writer  who  can  develop 
creative  angles  and  turn  out  interesting 
copy  in  a  hurry.  Offered  as  a  full  time 
or  part  time  position  (60  percent)  to 
allow  a  working  journalist  ta  continue 
freelancing.  Full  benefits  (including  tui¬ 
tion  remission)  and  a  competitive 
salary  offered.  Fax  resume  and  writing 
samples  to  -  Brenda  Maceo,  (323) 
442-2832.  Or  E-mail: 

maceo@hsc.usc.edu 


_ INTERNSHIPS _ 

INTERNSHIPS:  SPEND  SIX  MONTHS 
interning  with  crack  professional 
journalists  in  the  Illinois  Statehouse 
pressroom  in  the  University  of  Illinois  ot 
Springfield's  one-year  MA  Public 
Affairs  Reporting  program.  Excellent 
placement  record.  Tuition  waivers, 
$3,000  stipends  during  internship. 
Applications  due  April  1 .  Contact 
Charles  Wheeler,  PAC  418,  UlS, 
Springfield,  IL  62794-9243. 
(217)786-7494. 

E-mail  wheeler.chaHes@uis.edu 
PAR  Home  Paige: 
www.uis.edu/ ~wheeler/ 

EOE 

MARKETING  RESEARCH 

THE  PALM  BEACH  POST 
SENIOR  RESEARCH  ANALYST 
Marketing  Department 

Live  and  work  in  paradise  -  sunny 
South  Florida!  The  Palm  Beach  Post,  a 
175,(XX)  daily  circulation  newspaper 
based  in  West  Palm  Beach,  is  seeking 
an  experienced  newspaper  research 
analyst  to  conceive,  research  and  build 
major  account  and  competitive  medio 
sales  presentations.  Bachelor's  degree, 
minimum  3  years'  newspaper  market¬ 
ing  research  and  presentation  software 
literacy  required,  but  more  important 
are  your  creative  insights  in  how  to  use 
research  to  increase  ad  revenue  and 
I  moke  our  ad  sales  teams  more 
I  effective.  For  consideration,  please 
j  include  salary  requirements  (“negotia- 
I  ble”  is  not  acceptable)  and  references 
with  application  materials.  Apply  to 
Human  Resources,  P.O.  Box  24/00, 
West  Palm  Beach,  FL  33416-4700  or 
FAX  to  (561)  820-41 92. 

PHOTOGRAPHY 

LOOKING  FOR  FREELANCE  photo¬ 
graphers  from  all  parts  of  the  U.S.  for 
regular  assignment  wark-primarily 
portraits  of  PR  pros  taken  on  location 
with  occasional  event  shoats.  PRWeek 
is  a  weekly  full-color  tabloid  business 
magazine.  If  your  rates  are  good/ 
sensible,  please  send  non-returnable 
partfolio  and  details  ta  Lisa  Fain,  phz'to 
editar,  PRWeek,  220  Fifth  Avenue, 

1 4th  floor.  New  York,  NY  1 0001 . 


NEWSPAPER 
WORKPLACE  & 
EMPLOYMENT 


Every  month  Editor  &  Publisher  devotes  a  special 
workplace/employment  editorial  section  to  issues 
that  affect  both  employees  and  human  resource 
professionals  at  newspapers. 


To  place  your  help  wanted  ad  in  any  of  these  sections 
call  the  E&P  Classified  Department 
(212)  675-4380.  Ext.  171.  E-mail 
hazelp@mediainfo.com/michelea@mediainfo.com 


1998/1999  Recruitment  &  HR  Features: 

Issue  Dates:  Space  Deadlines: 


FEBRUARY  20 
MARCH  20 
APRIL  17 


FEBRUARY  10 
MARCH  10 
APRIL  7 
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HELP  WANTED 


_ PHOTOGRAPHY _ 

THE  GALION  INQUIRER  currently  is  I 
looking  for  a  photographer.  Experi-  ] 
ence  is  helpful,  out  not  necessary.  The  j 
Inquirer  publishes  six  days  a  week  and  | 
provides  the  perfect  opportunity  for 
those  who  want  to  get  their  foot  in  the 
door  at  a  small,  family  owned  com¬ 
munity  newspaper. 

Send  resume,  work  samples  and  a 
cover  letter  to  ■  Crystal  Hatfield,  editor. 
The  Galion  Inquirer,  P.O.  Box  648, 
Galion,  OH  44833- 1927. 

PRESSROOM 

PRESSROOM  MANAGEMENT 

Hollinger  International  through  a  sub¬ 
sidiary  is  currently  constructing  a  new 
printing  facility  to  produce  the  Chicago 
Sun-Times  and  other  newspapers.  This 
is  a  high  technology  production  facility 
with  state-of-the-art  Goss  web  offset 
printing  presses  and  associated  pre¬ 
press  and  post  press  equipment  and 
systems.  To  maximize  performance  our 
subsidiary  is  seeking  experienced 
pressroom  management  who  can 
demonstrate  effective  skills  in 
performance  and  leodership. 

If  you  are  looking  for  a  career  oppor¬ 
tunity,  please  send  your  resume  to  the 
following  address.  Selected  candidates 
will  be  contacted  directly  -  No  phone 
calls,  please. 

Chicago  Sun-Times 
401  N.  Wabash  Avenue,  Ste.  319 
Chicago,  IL6061 1 
Attn.  Marilyn 

We  are  an  Equal  Opportunity 
Employer 

PRESSROOM  MANAGER 


PRODUaiON/TECH 

NIGHT  PRODUaiON  MANAGER 

The  Times  Newspaper  is  seeking  a 
Manager  to  oversee  our  night 
Mailroom  (10  p.m.  -  6  a.m.)  opera¬ 
tion.  Qualified  candidates  must  have 
previous  proven  manufacturing  man- 
I  agerial  experience  and  the  ability  to 
I  supervise  and  work  with  a  large  staff. 

j  The  position  requires  an  individual  with 
strong  leadership  and  excellent  people 
I  skills,  while  being  able  to  meet 
deadline  goals  and  maintain  a  clean, 
safe  work  environment. 

We  offer  a  competitive  salary  and 
benefit  package.  Pre-employment 
physical  which  includes  drug  screen 
prerequisite  for  employment.  For  con¬ 
sideration,  please  send  resume  and 
salary  history  to: 

Personnel 
The  Times 
500  Perry  Street 
P.O.  Box  847 
Trenton,  NJ  08605-0847 

An  Equal  Opportunity  Employer 


_ SALES _ 

CO-OP  SALES  MANAGER 

Large  shopper  in  metro  NYC  needs 
sales  oriented  CO-OP  manager.  Join 
our  team  and  growth.  Compensation 
bonus  plus  benefits.  Send  resume  to  CEO, 
101  Executive  Blvd.,  Elmsford,  NY 
10523.  Fax  (91 4)  592-4570 


The  Columbus  Dispatch  is  seeking  an 
experienced  pressroom  manager  to 
direct  doily  press  operations  including: 
coordinating  pressruns  and  other 
pressroom  octivities,  administering  the 
annual  budget,  planning,  cost  controls, 
directing  the  staff  as  well  as  involve¬ 
ment  in  any  pressroom  related  issues. 
A  minimum  of  five  years  of  manage¬ 
ment  in  a  pressroom  setting  is  pre¬ 
ferred  along  with  offset,  double-wide 
press  experience.  Must  have  excellent 
communication  skills  and  be  able  to 
provide  effective  direction  to  personnel. 
Knowledge  of  Windows-based  PC 
programs  is  required  and  a  Bachelor's 
degree  is  preferred. 

We  offer  a  positive  work  environment 
with  a  competitive  compensation  and 
benefits  package  including  401  (k), 
health  insurance  with  no  monthly  pre¬ 
mium,  tuition  assistance  and  generous 
vacation.  Qualified  candidates  may  sub¬ 
mit  resumes  to  The  Columbus  Dispatch, 
Human  Resources  Department,  34  S. 
Third  Street,  Columbus,  OH  43215. 

We  are  an 

Equal  Opportunity  Employer 


THE  WORLD'S  LEADING  international 
electronic  distributor  of  government,  non- 
j  -profit,  association,  and  corporate 
j  news  and  information  is  seeking  a 
j  Sales  manager  to  lead  a  team  of 
j  account  executives  to  achieve  targets  in 
revenues,  product  mix,  market  share, 
and  client  satisfaction.  The  sales  man¬ 
ager  will  also  have  responsibility  for 
j  specified  major  accounts. 

The  candidate  should  have  a  minimum 
!  of  one  year  of  proven  sales  manage- 
I  ment  experience  with  demonstrated 
I  track  record.  Minimum  three  years 
j  prior  direct  selling  experience.  Knowl- 
:  edge  of  Washington  issues  and 
understanding  government  contracting 
is  highly  desirable. 

Please  mail  resume  with  salary  require¬ 
ments  to,  Bureau  Manager,  The  Homer 
Building,  601  Thirteenth  Street,  N.W. 
Suite  560  S.,  Washington,  DC  20005. 
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In-Column  Advertisements 
Tuesday  noon  (EST)  for  following  Saturday  issue 
Classified  Display 

Friday  5pm  (EST)  8  days  prior  to  publication 


POSITIONS 

WANTED 


ADMINISTRATIVE 

I  20  YEARS  EXPERIENCE  as  GM/ 
i  Publisher  with  weekly,  monthly  and 
I  niche  publications  seeks  challenging 
new  position  in  California.  Let  me  help 
■  solve  your  operations,  PR,  sales  man- 
I  agement,  marketing  problems.  New 
I  product  experience.  High  energy,  low 
I  maintenance.  Ready  to  work.  Reply: 
swh436@aol .  com 

j  General  Manager  of  successful  lifestyle 
,  magazine  seeks  to  relocate  out  West. 

Will  consider  all  opportunities.  Reply  to 
:  Box  08738,  Editor  &  Publisher. _ 

I  PUBLISHER  SEEKING  a  position  as 
I  Publisher/General  Manager.  Com- 
j  munity  leader,  people/ profit  oriented. 

I  20  years  experience  in  advertising, 

!  circulation  and  commercial  printing, 
j  Will  relocate.  Call  Lonnie  at  (281) 

I  333-0606  or  E-mail  at: 
j  _ candy@phoenix.net _ 

:  PUBLISHER/GM  -  Daily  to  30,000  or 
Mid-to-large  weekly.  Communityoriented 
Publisher.  Strong  advertising  back¬ 
ground.  Motivator,  trainer,  bottom 
fine  ochiever.  Reply  to  Box  08727 
Editor  &  Publisher. 


1  WEEKLY,  daily,  shopper,  business 
journal,  magazine.  Need  a  communi¬ 
ty-minded  publisher  who's  had  success 
in  any  kind  of  print?  (630)  262-951 2. 

WELL-ROUNDED  GM  seeks  new  posi- 
j  tion  with  a  growing  company.  Worked 
I  in  all  sizes  and  positions  of  shoppers 
<  and  weeklies.  Will  relocate. 

J  Marty  (602)  667-6401 

:  EDITORIAL 

A-1  SPORTS  EDITOR/REPORTER  will 
:  energize  your  staff.  Small  town  to 
metro,  this  guy  can  do  it  all.  West 
j  Coast  preferred  (319)  354-2433, 
i  _ GCorByposs@ool.com _ 

I  EXPERIENCED,  award-winning  editor/ 
writer  seeks  new  career  challenge  with 
trade  or  specialty  publication.  Willing 
j  to  relocate.  (305)  891-2595. _ 

j  FREELANCE  BUSINESS/TECHNOLOGY 
!  writer  seeks  news  and  feature  assign- 
1  ments.  Visit  www.biztekwriter.com  or  E- 
mail  dweaver@reporters.net  or  call: 

(904)  761 -9072  No  work-for-hire. 


_ EDITORIAL _ 

j  EXPERIENCED  ADVERTISING  DIREaOR 
I  with  major  media  corporation  back- 
,  ground  available  for  the  most  challenging 
^  work.  Exceptional  candidate  with  multi- 
j  newspaper,  multi-market  experience  has 
the  tools  to  make  significant  accom¬ 
plishments  for  the  right  employer.  Prefers 
competitive  market  with  a  supportive, 
proactive  upper  management  demeanor. 
Looking  for  a  long-term  relationship. 
Desire  to  relocate  out  of  the  Northeast, 
i  Call: 

■  _ (914)  278-4051 _ 

EXPERIENCED,  VERSATILE  TV  COL¬ 
UMNIST  and  reporter,  with  extensive 
professional  background  covering  tele- 
[  vision  and  media.  More  than  five  years 
as  regular  TV  critic  for  two  major 
i  dailies;  more  than  1 2  years  as  reporter 
\  and  correspondent  for  same  papers. 

I  Seeking  full-time  position  covering  TV- 
1  media  beat  for  metropolitan  daily.  Will- 
i  ing  to  relocate.  Strong  pop  cultural 
I  sense  and  voice.  Diverse  credentials, 
references,  clips  available  upon 
!  request.  Call  (801)533-2120. _ 

I  LONDON-BASED  Freelance  journalist 
I  available.  1 2  years  U.S.  and  UK  mag- 
1  azine  and  wire  service  experience. 

'  Any  topic  including  financial. 

FTione/Fax  (01 1  -44)  1 71  -821-6758 
_ E-mail:  jpaige@clara.net _ 

1  SKILLED  FREELANCE  EDITOR  available 
i  for  projects  from  books  to  Web  con- 
I  tent.  Contact  merzouga@yahoo.com 

FINANCE 

!  AHENTION: 

EXECUTIVE  SEARCH  FIRMS, 
RECRUITERS  &  CHAINS 

FORMER  GANNEH  CONTROLLER, 
victim  of  an  acquisition  by  cnhi,  seeks 
opportunity.  Ten  years  experience  as 
!  controller  and  eighteen  years  in  the 
j  industry  including  all  facets  of  account¬ 
ing.  Experience:  supervising  ten  full 
I  timers  and  two  part  timers  (including 
IS),  Veteran  of  two  successful  computer 
conversions,  and  total  responsibility  for 
A/P,  A/R,  GL,  payroll,  F/A,  EOM  clos¬ 
ing,  capital  and  annual  operating 
;  budget  submissions. 

Telephone:  (217)  442-68 1 3 
E-mail:  rmoore50@worldnet.att.net 

I  TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 
Targets  newspaper  travel  sections! 

Jeff  (973)  575- 1005 
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Toronto 

Continued  from  page  32 

Procedural  issues  were  not  the  Guild’s 
only  challenge.  The  carriers  first  tried  or¬ 
ganizing  themselves  as  an  in-house  associ¬ 
ation,  and  many  were  skeptical  they  could 
gain  anything  joining  SONG. 

“They  told  us,  ‘We  don’t  think  you  are  a 
strong  enough  union,”’  Star  unit  chairman 
Bodiucky  recalls.  “They  also  didn’t  like  the 
fact  that  their  supervisors  in  the  district 
offices  were  in  the  union.” 

But  SONG  says  it  had  one  thing  going  in 
its  favor:  The  carriers  were  fed  up. 

“These  people  work  under  conditions 
that  no  one  else  in  the  newspaper  industry 
would  dream  of  working  under.  In  a  union 
they  are  going  to  change  that,”  says  Howard 
Law,  the  local’s  executive  officer. 

SONG  still  faces  a  challenge  motivating 
the  carriers  to  organize  their  peers  at  other 
papers.  So  far,  Bodiucky  concedes,  that 
isn’t  a  priority. 

“These  guys  have  been  the  bottom  feeders 
of  the  industry  food  chain  for  so  long,” 
Bodiucky  says,  “that  they  are  really  thinking 
most  of  Just  getting  a  union  at  the  Star”  11 

Microsoft 

Continued  from  page  32 
nalism  major  who  was  a  Microsoft  tech¬ 
nical  editor  permatemp,  Courtney  obtained 
the  list  of  e-mail  addresses  of  people  who 
protested  the  overtime  rule.  By  contacting 
those  discontented  permatemps,  the  two 
soon  had  a  corps  of  volunteers  who  became 
WashTech.  Now,  1,000  people  around  the 
Puget  Bay  Sound  receive  the  group’s  elec¬ 
tronic  newsletter,  (www.washtech.org) 

Perhaps  ironically,  the  overtime  exemp¬ 
tion  that  sparked  WashTech ’s  growth  is  a 
nonissue  for  Microsoft’s  contingent  staff, 
says  spokesman  Dan  Leach. 

“Microsoft  has  never  chosen  to  imple¬ 
ment  that  limitation  and  is  not  interested  in 
implementing  that  rule,”  Leach  says.  In 
fact,  he  says,  contingent  workers  across  the 
board  earn  bigger  base  salaries  than  full¬ 
time  employees  doing  the  same  job.  The 
numbers  vary  depending  on  the  job,  he 
says,  but  can  boost  pay  for  temporary 
employees  to  more  than  40%  higher. 

If  WashTech  tapped  into  permatemp  dis¬ 
content,  it  also  dovetailed  with  the  goal  of 
the  Newspaper  Guild  and  its  parent. 
Communications  Workers  of  America 
(CWA),  to  organize  cyberspace  workers. 

“The  people  we’re  talking  about  are  writ¬ 
ers.  Either  they  are  writing  code,  or  they  are 
editing  text,”  says  CWA  vice  president  Lar¬ 
ry  Cohen.  “But  they  are  all  writers.” 


They  are  also  notoriously  independent. 

“You  hear  that  a  lot:  ‘Everybody  here  is 
too  independent  to  be  organized,”’  Wash- 
Tech’s  Courtney  says.  “1  think  that’s  exact¬ 
ly  why  they  want  to  get  organized.  If  you 
want  to  preserve  your  autonomy,  you’re  not 
able  to  do  that  as  an  individual  in  a  huge 
economy.  If  you  want  to  preserve  your 
rights  and  protect  your  dignity,  you  can 
only  do  that  if  you  organize.” 

It  is  a  message  that  is  attracting  people 
who  don’t  necessarily  consider  themselves 
pro-union,  such  as  new  WashTech  member 
elke  Peterson,  a  writer  for  Microsoft’s 
Seattle  Sidewalk  Web  site  who  does  not 
capitalize  her  first  name. 

Peterson’s  experience  is  typical  of  per¬ 
matemps.  She  was  told  she  was  going  to  be 
hired,  and  then  was  sent  off  to  a  temp 
agency  for  her  formal  hiring.  Permatemps 
say  they  don’t  have  a  choice  of  temp  agen¬ 
cies.  So  when  Peterson  was  transferred  to 
another  agency  —  with,  she  says,  fewer 
benefits  —  it  was  the  “last  straw.” 

That  typical  case,  however,  also  under¬ 
scores  the  difficulty  of  traditional  union 
organizing.  More  than  50  temp  agencies 
serve  Microsoft  and  other  high-tech  firms, 
often  providing  workers  through  their  own 
subcontractors.  A  single  permatemp  may 
have  five  or  six  “employers.”  making  it 
almost  impossible  to  identify  a  bargaining 
unit,  let  alone  negotiate  a  contract. 

“Federal  labor  laws  really  have  not  kept 
up  with  the  changes  in  the  workplace  and 
the  work  force,”  says  Thomas  F.  Gibbons,  a 
labor  attorney  and  director  of  the  Center  for 
Continuing  and  Professional  Education  at 
DePaul  University. 

Instead,  WashTech  hopes  that  by  amass¬ 
ing  big  numbers  of  members  it  can  change 
the  culture  at  high-tech  firms.  There  are 
short-terms  goals,  too:  eliminating  restric¬ 
tions  that  keep  temps  bound  to  their  agen¬ 
cies,  providing  vacation  and  sick  pay  in 
employment  contracts,  and  improving  health 
insurance.  WashTech  is  also  hoping  to  attract 
members  by  offering  training,  such  as  the 
JavaScript  classes  at  the  Labor  Temple. 

Microsoft,  for  one,  has  not  felt  any  effect 
from  WashTech’s  organizing,  spokesman 
Leach  says,  but  it  doesn’t  oppose  the 
union’s  efforts. 

“Free  speech,  free  association,  and  indi¬ 
vidual  choice  are  things  we  fight  for  in  our 
own  business,”  he  says.  Union  organizing, 
Leach  adds,  “is  an  issue  between  contingent 
staff  and  their  employers,  which  are. the 
agencies.  We  don’t  have  a  position  on  that.” 

Phone  messages  to  temp  agencies  includ¬ 
ing  Kelly  Temporary  Services,  MacTemps. 
S&T  Online,  and  Volt  were  not  returned.  Hi 


Super  Bowl 

Continued  from  page  8 
flight  schedules  and  time  zone  differ¬ 
ences.  The  paper  tried  to  avoid  the 
time  delay  with  a  plan  to  print  a  spe¬ 
cial  edition  at  the  Scripps-owned 
Naples  (Fla.)  Daily  News  but  reports 
that  technical  problems  nixed  the  plan. 

The  Post,  which  goes  to  bed  earlier 
than  the  News,  uses  an  early-morning 
charter  flight  to  ship  several  thousand 
complete  papers  to  Miami  and,  aided 
by  a  distribution  partnership  with  The 
Miami  Herald,  moves  them  to  more 
than  100  locations,  including  hotels, 
gift  shops,  and  the  media  center,  by 
about  1 1:30  a.m.,  Botelho  says. 

Across  the  country,  the  JournallCon- 
stitution  has  spent  the  past  week  pro¬ 
viding  papers  to  the  gaggle  of  press 
gathered  in  Miami.  On  Thursday,  Jan. 
28,  it  started  sending  between  1,500 
and  2,000  papers  per  day  to  Miami  and 
Fort  Lauderdale  via  charter  flights,  says 
Dick  Huguley,  vice  president  for  circu¬ 
lation.  Like  the  Denver  Post,  the  Jour- 
nallConstitution  has  a  distribution  deal 
with  the  Miami  Herald.  The  Herald  is 
also  offering  a  joint  buy  —  a 
Journal/Constitution  and  the  Herald 
for  a  package  price.  In  another  market¬ 
ing  move,  the  JournallConstitution  is 
delivering  2,000  papers  per  day  to 
Delta  Airlines  for  riders  on  its  21  daily 
flights  to  Florida  and  another  1,5(X) 
papers  to  Air  Tran,  which  has  been  run¬ 
ning  1 1  daily  flights  to  Florida  during 
the  lead  up  to  Super  Bowl  Sunday. 

As  E&P  went  to  press,  the  News 
planned  to  have  15  to  20  hawkers  push¬ 
ing  the  Denver  tabloid  at  Miami’s  Pro 
Player  Stadium  on  game  day.  The  Post, 
again  aided  by  its  deal  with  the  Herald, 
planned  for  80  to  100  hawkers  at  the 
stadium,  pushing  more  than  10,000 
papers.  Huguley  says  plans  called  for 
the  Herald  hawkers  to  also  offer  the 
JournallConstitution  on  game  day. 

Johnson  concedes  the  News  is 
“investing  heavily”  in  its  Super  Bowl 
marketing,  including  the  daily  drops  to 
Miami.  Adds  McGarry,  “It  creates 
good  will  and  a  marketing  benefit.” 

Botelho  acknowledges  it  requires  “a 
healthy  investment,”  but  says  the 
Miami  melee  is  part  of  the  Denver 
newspaper  battle:  “It’s  an  expense  of 
doing  business  in  this  kind  of  a  com¬ 
petitive  climate.  It’s  just  another  chap¬ 
ter  of  the  war.” 
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by  Dan  Corrigan 

The  battle  to  control 
the  nation’s  campus  press 

Advisers  caught  in  middle  of  burgeoning  conflict  between 
outraged  administrators  and  unruly  student  journalists 


On  campuses  across  the  country, 
student  newspapers  are  under  fire 
from  unhappy  university  presi¬ 
dents  and  boards  of  trustees. 

Their  hackles  have  been  raised  by 
muckraking  stories  about  college  tuition 
hikes,  editorial  cartoons  poking  fun  at 
campus  food  or  lack  of  parking,  and  irrev¬ 
erent  columns  about  the  lusty  life  in  col¬ 
lege  dorms. 

While  .student  scribes  are  getting  plenty 
of  grief  for  their  creative  outpourings,  the 
perennial  scapegoats  for  all  this  outrage 
are  lowly  college  news¬ 
paper  advisers. 

At  a  convention  of  the 
College  Media  Advisers 
(CMA)  in  Kansas  City 
not  long  ago,  countless 
tales  were  told  of  advis¬ 
ers  under  siege  at  St. 

Louis  University,  Mis¬ 
souri  Western  State  Col¬ 
lege,  Georgia’s  DeKalb 
College,  Louisiana  State 
University,  University  of  South  Carolina, 
Kansas  State  University,  Oklahoma  Pan¬ 
handle  State,  Northern  Illinois  University, 
and  dozens  more. 

It’s  the  nature  of  the  beast  that  a  col¬ 
lege  newspaper  will  rankle  the  dean, 
rile  the  president,  and  mortify  the 
board  member  whose  tastes  run  more 
to  Paul  Harvey  and  Lawrence  Welk 
than  to  Howard  Stern  and  Smashing 
Pumpkins. 

The  student  press  has  its  own  unique 
culture,  and  as  a  training  ground  it  is 
prone  to  some  inevitable  lap.ses.  Facts  go 
astray  in  news  stories.  Commentary  is 
based  on  speculation.  Editorial  cartoons 
flirt  with  the  offensive. 

Student  newspaper  advisers  can  offer 
fledgling  journalists  counsel  on  legal  lia¬ 
bility,  responsible  reporting,  and  good 
taste,  but  there’s  no  guarantee  that  this 
guidance  will  always  —  or  ever  —  be 
followed.  And  when  guidance  goes 
unheeded,  advisers  can  find  themselves 


Too  often,  college 
administrators  seek 

I 

to  covertly  rein  in 
or  discipline 
campus  journalists. 


“called  on  the  carpet”  for  the  ink  spilled 
by  the  student  press.  Often  advisers  find 
themselves  in  trouble  over  stories  whose 
only  offense  is  that  they  are  at  odds  with 
the  mission  and  vision  of  the  university 
hierarchy. 

College  advisers  can  offer  guidance  to 
student  Journalists,  but  they  cannot,  and 
should  not,  be  official  censors  of  the  stu¬ 
dent  press. 

Some  administrators  will  never  under¬ 
stand  this.  They  fairly  foam  at  the  mouth 
when  the  newspaper  adviser  explains  that 
the  college  paper  is  not 
the  school’s  house 
organ  or  public  rela¬ 
tions  arm. 

The  foam  froths  fur¬ 
ther  when  the  adviser 
brings  up  First  Amend¬ 
ment  guarantees  for 
students  or  quotes 
Thomas  Jefferson  on 
the  watchdog  role  of 
the  press. 

While  administrators  foam,  student 
Journalists  and  their  advisers  sniff.  And 
they  smell  pretense  when  administrators 
attempt  to  curb  or  quell  voices  in  the 
campus  press. 

After  all,  universities  incessantly 
trumpet  themselves  as  bastions  of  acade¬ 
mic  freedom.  They  herald  curricula  full 
of  coursework  on  constitutional  law,  civil 
liberties,  and  the  evolution  of  political 
freedoms. 

Student  Journalists  and  their  advisers 
smell  hypocrisy  when  board  members 
come  down  indignantly  on  the  campus 
press  for  alleged  improprieties  involv¬ 
ing  taste. 

After  all,  it  was  the  adult  world  that 
produced  talk  radio’s  shock  Jocks;  cable 
shows  such  as  South  Park  and  Celebrity 
Death  Match',  skin  flicks  and  tabloid 
media;  as  well  as  the  X-rated  scandal  in 
the  Oval  Office,  the  bawdy  Starr  Report, 
and  the  circus  on  Capitol  Hill. 

Student  Journalists  and  their  advisers 


smell  sham  when  offended  board  mem¬ 
bers  and  administrators  fail  to  use 
established  procedures  on  campus  to 
express  their  unhappiness,  and  instead 
attempt  to  intimidate  or  coerce  behind 
the  scenes. 

Grievances  against  the  student  press 
can  be  filed  before  publications,  boards 
and  other  university-sanctioned  bodies, 
but  too  often  officials  seek  more  covert 
means  to  rein  in  or  discipline  the  gentle¬ 
men  and  gentle  ladies  of  campus  news 
operations. 

The  foul  odor  of  pretense  and 
hypocrisy  prompted  the  College  Media 
Advisers  (CMA),  a  national  organiza¬ 
tion,  to  action  in  1997.  It  established  an 
Advisers  Advocate  Policy  and  a  panel  of 
past  CMA  presidents  to  investigate  dis¬ 
putes  in  which  campus  newspaper 
advisers  face  discipline,  dismissal,  or 
demotion  at  the  hands  of  disaffected, 
unhappy  administrators.  The  problem  is, 
the  number  of  requests  to  investigate 
disputes  in  1998  has  overwhelmed  the 
panel  and  forced  it  to  expand  its  team  of 
investigators. 

The  alarming  rise  in  conflicts 
involving  the  campus  press  does  not 
reflect  well  on  our  “bastions  of  acade¬ 
mic  freedom.” 

University  officials  presumably  pos¬ 
sess  the  wisdom  and  scholarship  to  do 
better.  For  starters,  they  can  use  proce¬ 
dures  already  in  place  and  bring  com¬ 
plaints  to  campus  publications  boards  for 
adjudication. 

And,  before  attempting  to  throttle  stu¬ 
dent  reporters  and  their  advisers,  they 
should  weigh  whether  it  is  better  to  allow 
students  to  make  and  learn  from  their 
mistakes  or  to  force  the  campus  press 
into  the  role  of  unblemished  public  rela¬ 
tions  vehicle. 


Corrigan,  a  journalism  professor  at 
Webster  University  in  St.  Louis,  has 
advised  campus  publications  for  more 
than  two  decades. 
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